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THE PUBLISHING SCOOP OF THE YEAR! I 


HRS! vORLD. 


oP 


PUBLICATIO! 


of ‘High Adventure’ 
the autobiography of 


SIR EDMUND HILLARY 


Another great achievement by JOHN BULL —First world publica- 
tion of Sir Edmund Hillary’s account of his early mountaineering 
life and the epic of Everest, told in his own words. 


“High Adventure’, which started in JOHN BULL on March gth, 


A  < 5 5 Se 
is typical of the many important publishing events which have placed LS, x aoe 
JOHN BULL ahead of all general weekly publications. ie 


JOHN BULL 


ABC. SET SALES JULY-OECEMBER fus¢ 1,104,505 


—" 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2, TEMPLE BAR 1466 
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‘Commercial TV 
is here now’ 


Sin,——-The _ twentieth-century 
“time-waster” caught me out 
to-night. Three solid hours of it! 


And I, who as a creative adver- 
tising man anxiously await the 
advent of the ITA's intriguing if 
expensive 90-second commercials, 
wondered if the delay were but a 
dream ‘ if commercial TV 
were not indeed really with us 
now. 

The day: Wednesday, March 9. 
The hour: 7.45 p.m. The pro- 
gramme: Believe it or not—the 


THIS WEEK 
New feature on the graphic arts 
—page 697 


NEXT WEEK 
How the spastics campaign 
raised £300,000. 


BMC present the Austin A40 
(Portrait of Allison). 8.15 p.m., 
British Nylon Spinners (1Cl—or 
was it Monsanto?) present 
“What's New in Nylon.” 9.45 
p.m., and M. Dior—or was it 
Jacqmar?—offered us the latest 
clothes for men and women (in 
which Zoé Newton got a mention 
for the milk industry). At 10.30 
p.m., a variety club presentation 
brought us Tommy Trinder 
obviously on behalf of a whole 
galaxy of “sponsors” including 
Jack Hylton (Ingrid Bergman's 
late-lamented St. Joan), Sir 
Arthur Elvin’s ice shows, The 
Tatler, Ealing Studios’ new film 
“Touch and Go” (quietly and 
quite unnecessarily slipped-in by 
Mrs. Jack Hawkins) and the film 
industry generally! 

How beautiful, and how inex- 
pensive these plugs! And how 
subtle the jibe “TV has killed 
business everywhere!” Not hint- 


To The Editor .. 


ing at the ITA’s value—or lack 
of it—Mr. Trinder? I wonder. 

All this on top of last Satur- 
day’s “Bingley Building Society” 
hoarding at the Keighley rugby 
match, recent mewspaper-spon- 
sored dancing and film contests. 
exhibitions, factory tours for 
shoes, furs, etc., oil companies’ 
speed records, airline-operators’ 
famous comings and goings . . 
alj this, plus pianos, kitchen appli- 
ances and gadgets with genuine 
brand-name close-ups, for good 
measure, not to mention 
numerous miscellaneous products 
and services plastered ad lib on 
shop facias, bus-sides and the 
like. 

Of course, we know it’s inevit- 
able. We know that the national 
press is tending to mention an 
increasing number of i brand 
names in its editorial columns 
We know the cunning PRO will 
always get in somehow, some- 
where. But why so much of it? 
It's been said before, I know, but 
if we get much more of this sort 
of thing one begins to doubt 
whether one should spend a lot 
of money on the odd 90-second 
commercial or whether a bit of 
effort spent on a complete spon- 
sored programme to well estab- 
lished audiences wouldn't be 
infinitely more admirable. 

So I've expressed a doubt—and 
possibly the BBC, having sown 
the seeds, are about to reap the 
“negative” harvest. 1 hope not! 
If 1 thought it for a minute, I 
most definitely would not be 
writing this. 

Good luck to the ITA! 

Denis A. BirKETT, 

Creative Director 
Nevin D. Hurst (Advertising) Ltd., 
Leeds. 


‘Unworthy’ appeal 


Sirn,—Such pictures as that de- 
picting “fear” (Photograph of 
the Month, March 3) and the 
mentality of your correspondent, 
W. P. Grimmer, makes one 
wonder why sales promotion 
must be brought to the low level 
ot the horror comics. 

Even though this appeal to the 
elemental emotions pays a divi- 
dend, it is nevertheless an un- 
worthy appeal. 

Nor is this debasement to be 
excused by virtue of the fine 
photography. This type of appeal, 
however brilliantly executed and 
for however good the cause, is to 
be deplored. 

CHARLES ALLEN. 
Braintree, 
Essex. 


Give up so 
soon? Not 
our salesmen 


Sir,—I was astonished to read 
jn your Talking Points (“Worth 
Going Back?” February 24) that, 
according to an American survey, 
American salesmen were in the 
habit of giving up trying to sell 
their line if they failed on their 
second, third or fourth calls. 
Now I know why salesmen in the 
office equipment industry are 
rated to be the most tenacious 
breed of the species. 

In selling cash registers, 
accounting machines or even add- 
ing machines, salesmen never give 
up, and it is still no uncommon 
thing for a salesman to have to 
call 20 times before he succeeds 
in collecting the order—despite 
the fact that the office equipment 
industry is leaning more and 
more heavily upon advertising to 
carry part of the selling burden. 

True, it is only during the last 
three or four years that the office 
equipment industry has started to 
use press advertising on a notice- 
able scale or taken as much care 
as it does to-day with the pre- 
paration of its brochures and 
direct mailing material. 

Until recently it was always 
said that press advertising was 
“useless” for selling office 
machines of the more expensive 
kind But, having been _per- 
suaded to “give it a go,” manu- 
facturers are now finding that the 
part it plays in the selling effort 
is comparable to that of the 
artillery in preparing the ground 
ahead of the infantry’s advance. 

Nevertheless, even with the aid 
of much more extensive advertis- 
ing, | will hazard the guess that 
very few office machines will ever 
be sold by salesmen who give up 
after the fourth call; certainly 
not in Britain. 

Dents A. C. BuTLiN. 

Director of Public Relations 

National Cash Register Co., Ltd., 
London, N.W.1. 


‘Get away from 


the textbooks’ 


Sm,—May I refer to L. A 
Marks’ letter of March on 
“Dangerous Arguments.” I 
believe that an advertising man 
should be also a business man 

Let us assume that a firm set« 
out to market a new lounge or 
club chair, and it is decided to 
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launch this chair with an adver- 
tising allocation of £20,000 in the 
first year. Does Mr. Marks sug- 
gest that this expenditure is not 
included in the cost of the chair 
to the customer? 

Why not get away from the 
textbooks and admit that we can 
add £5 for advertising to our £30 
chair and sell more at £35 
through advertising than we ever 
could at £30 without advertising? 

As an advertising man, I feel 
that the less publicity we give this 
textbook theory the better; ad- 
vertising men all have their own 
ideas on the subject. 

Mr. Marks should not general- 
ise, but confine himself to specific 
cases where mass production by 
mechanical means and increased 
sales through weight of advertis- 
ing can so reduce the cost of 
production that a saving can in 
fact be passed on to the customer. 

S. G. BARNETT. 
Green Lane, 
Ilford, Essex. 


Ad men on scrap 
heap at 60? 


Sir,—May I express the hope 
that some help may be forthcom- 
ing to aid those unfortunates who 
by their age seem quite debarred 
from being able to obtain em- 
ployment in their rightful chan- 
nels. 

I refer to those in the vast army 
—some 60,000 men, of 60 or over 

with many years of publicity 
and advertising experience behind 
them. 

Employers who advertise 
vacancies raise such barriers as 
pension, bonus, and insurance 
schemes. 

It is depressing to be told by a 
top official in the Ministry of 
Labour that there is no solution 

Can employers not make an 
effort when jobs are going to give 
such men fair consideration? 

CLAYTON HUTTON. 
119, Piccadilly, 
London, W.1 


POINT-OF-SALE 
DISPLAY AND SHOWCARDS 
FINE QUALITY SILK SCREEN PRINTING 
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The first issue (dated May 1954) of PRACTICAL MOTORiST and MOTOR-CYCLIST 
was launched on April 8th, 1954, with a-print order of- 100,000 copies. 


PRACTICAL MOTORIST and MOTOR-CYCLIST HAS SATISFIED AN ESSENTIAL NEED 

OF THE INCREASING THOUSANDS OF ENTHUSIASTS WHO REPAIR THEIR OWN CARS 

AND MOTOR-CYCLES. ADVERTISEMENT RATES ARE £120 A PAGE. EARLY BOOKING 
IS NECESSARY. 
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A very (mportant 


CUSTOMLEH: . . 


His mother places her faith in MOTHER AND HOME. 
This practical and sympathetic monthly knows 

her problems, has won her loyalty and gained her 
confidence. Readers of MOTHER AND HOME 

have lengthy shopping lists. Reach these important 
customers — and serve them regularly — 


through MOTHER AND HOME. 


1/3 MONTHLY * PAGE RATE £100 


A. W. BURNETT, ADVERTISEMENT DIRECTOR. WELDONS LIMITED. 30 SOUTHAMPTON STREET. STRAND. LONDON. W.C2 TEMPLE BAR 2745 
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IMPACT... 


AT THE “POINT-OF-SALE 
DEMANDS DISPLAY. SCREEN 
PRINT AND EXHIBITION BY 


|PRIESTLEYS 


Vol. 167 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 


No, 2,177 


"Phone: Chancery 8844 
55/- Overseas 
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DEMANDS DISPLAY, SCREEN 
PRINT AND EXHIBITION BY 
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COMMERCIAL ROAD. GLOUCESTER - TEL 22281 


THURSDAY, MARCH 17, 1955 


AA, IPA to hold joint 


intermediate exam 


1956 PLAN WILL ACT ON MILES 
THOMAS COMMITTEE REPORT 


ROM next year an advertising 


S BUCKINGHAM STREFT, LONDON WC2- TETRA 4277 


RATES OUT 


Rates for the commercial 
TV stations controlled by 
Associated-Rediffusion i td. 
and Associated Broadcasting 
Co., I td., have been m- 


Daks ad wins 
Layton Trophy 
for Crawford’s 


nounced. Full details arc on 4 Daks Sports Trousers advertise 
pa 
page 636 and 637. ment has won the Layton 


RUMOURS STILL Trophy for W. S. Crawford 
Ltd. in the 1955 Layton Annual 

Awards 

UNCONFIRMED in The 


The ad., a half-page 
Times judged the 
best black-and-white advertise 

There was still no official con- ment of 1954 
firmation this week of rumours Full details and illustr 
concerning the financial s t-up 16 winners can be 
of the Kemsley-Winnick pages 649 to 65¢ 
gramme contracting company. An exhibition of 

Stories of impending develop- for Awards 
ments have varied Isaac 45, Park Lane, London, W.1, 
Wolfson is reported to have Monday, April 4, to Wednes 

withdrawn. Lord Kemsiey has day, April 6. It will be opened 
been said to wish to reduce his by Lt.-Col Alan Wilkinson 
newspaper group's holding to president of the IPA 
one-fifth, or to withdraw 
altogether. 

The ITA discussed the 
Kemsley-Winnick developments 
last week, but no statement 
was issued. Neither Kemsley 
Newspapers nor Maurice 
Winnick will comment 

The Associated Broadcasting Co. 
Ltd. (Littler-Parnell) is re- 
ported to have the backing of 
two newspaper groups in Birm- 
ingham, the Birmingham 
Gazette & Despatch Lid. and 
the Birmingham Post & Mail 
ltd. Neither of the groups 
will confirm this statement. 
ABC Ltd. say that the groups’ 
participation is “anticipated.” 

Precise details of the financial 
set-ups of the programme com- 
panies are not expected until 
the contracts are signed. 


joint intermediate 


examination will take the place of the present inter- 
mediate examinations of the Advertising Association and 
the Institute of Practitioners in Advertising. 

Students who pass the examination will be awarded the 
Advertising Joint Intermediate Examination Certificate, and 
will be qualified to proceed direct to the final examinations 
of the AA for its diploma and of the IPA for membership 


was 


sitions of al 
found on 
pro- 
the 800 entries 
the will be held at 
of the Institute 

At i press 
offices 


ing; 
advertising h) law 


idvertising; 


(g) economics in re 
in rel 
ind (1) psychology in 
ition to advertising 
All students registering with the 
AA or IPA (for 
eXamination) after May 1 
will be registered to sit 
advertising joint intermediate 
examination. The IPA will con 
tunue to hold its own intermediate 
examination in 1956 for those 
students who have registered with 
the Institute before April 30 
f the Institute and could 1955 ; and the AA will continue 
by members of the to hold its own intermediate 
cognised advertising ¢Xaminations until 1958 for 
of its students who are 
entered in tern of the 
AA syllabus 
The initial qualification 
entry w be the POSSCSS 
General Certificate of Education 
in at least four subjects (of which 
one must be English), or its 


@ Continued on page 638 


conference at the 
the Advertising Associa 
Monday, Hubert Ough 
r treasurer of the rel 
n, who presided, ex- 
t the final examinations 

bodies must continue 
the 
a certificate of 
ill branches of 
member 
examination of the 

essential quali- 
idmission to mem 


ation to 


ition to 


its membership 
1955 
separate because for the 
ma was 
lity in 


whereas the 


those 

alread, 

recalled that the “Sir current 

homas report of the 

Association issued on 

1953. stated that “an 

uld be made to reach 

t between the two bodies 

form of ‘common en- 
examination.” 

A joint intermediate examina- 
tion board, consisting of three 
representatives of the AA and 
three of the Institute, plus a chair- 
man, will be constituted to con- 
duct the examinations. The first 
examinations, to be held in 1956, 
will be based upon the recently 
published Part 1 of the new AA 
syllabus. The IPA will publish 
its own syllabus, including details 
pf the new examinations. 

will be examined in 

(a) introduction to 
administration 
duction—two 
tisement design 

two papers, (e) 

f) copywrit- 
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The Layton Trophy 


EY LSSENGER 


supiects 
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‘Inquiries coming in thick and fast’ after 


636 


COMMERCIAL 
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TELEVISION 


rates announcements 


£1,000-A-MINUTE PEAK PRICE: 
FULL DETAILS OF COSTS 


lwo programme contractors have issued their rate cards 
for commercial television to advertisers and agents. 
Inquiries are reported to be “coming in thick and fast.” 


As the programme 


companies who have issued their rates 


are Associated-Rediffusion Ltd. and Associated Broadcasting 


Co., 
Associated-Rediffusion 

during a peak period or 
for a similar time on Satu 


are 


ABC Ltd.’s rates for Birming- 
ham, which they control from 
Mondays to Fridays, are approx 
mately half the London rate 

Both companies classi tume 
under four headings, AA If ak 
time, A for basic time, B for off 
time, and C for test time 

The hours during which th 
companies intend to transmit 
differ only slightly Both w 
transmit morning programn 
consisting of tes ansmi 
and in the case of Associate 
Rediffusion of women's interest 


programmes 


Additional programmes 


In a letter accompanying the 
rates, George A. Laskey, adver- 
tisement manager of Associated- 
Rediffusion, that additional 
programmes may be transmitted 
outside regu hours. “Particu- 
larly in mind this connection is 
the sho »pping guide type of pro- 
gramme,” he said, “which in so far 
as this company is concerned, will 
be under our control at every 


phase of planning and production 
“We shall not wish to purchase 
ready-made programmes of this 
kind from any source.” 
Associated - Rediffusion will 
accept bookings for other stations 
in accordance with the published 
rate cards applicable to these 
stations, provided final accept- 
ance of such bookings rests with 


This chart in Asso- 
ciated - Rediffusion's 
rate - card shows 
advertisers and 
agents how the 
transmission time 
will be split up and 
classified. 


Ltd., full rates for the London station are now known 
charging £975 for 60 seconds 
| week- -day, and ABC Ltd. £1,000 
lays or Sundays. 


the programme companies con- 
cerned, he said. 

With the publication of our 
rate card,” Mr. Laskey said. 
“ Associated-Rediffusion Ltd. are 
ready to receive bookings for 
their Monday to Friday pro- 
grammes. I look forward to 
receiving details of advertisers’ 
requirements at an early date and 
take this opportunity of welcom- 
ing you to this great new medium.” 

Special rates are: 

SHOPPING GUIDES 

Cost per participation:— 

In basic (class A) time—£500 

In peak (class AA) time—£750 

In off (class B) time—£250 

The company will prepare and 
supervise the production of this 
type of programme. 

ADVERTISING 
DOCUMENTARIES 

When prepared and produced 
by the company will cost the 
advertiser:— 

In basic (class A) time— 

per 15 mins. £3,000 
In peak (ease AA) time— 
per 15 mins. £4,000 
In off (class B) time— 
per 15 mins. £2,000 

Rates for the transmission of 
ready-made advertising documen- 
taries accepted by the company 
will be similar to those quoted 
above except that an allowance 
will be made for the saving of 
programming costs. 


NO TAANSHISSION 


LONDON RATE-CARDS 


Associated-Rediffusion, Ltd.— 
MONDAY TO FRIDAY 


s for advertisements in the various time classifications 
c rate for one minute Thus 

er minute ; peak rate is the basic rate plus 50°, ; off 
minus 50°, ; test rate is the basic rate minus 70 

re than one minute the charges are pro rata to the 
iods of less than one minute the charges are 
charge for 30 seconds ; 50°, for 20 seconds ; 45 


The Compar 
are hinged to 
Basic rate is £6* 
rate is the basic 
For periods 
minute rate. | 
70°, of the m 
15 seconds. 


for 


° 


CLASS *15 20 *30 *60 90 120 
mds Seconds Seconds Seconds Seconds Seconds 
£ i 5 £ + i 
Basic Time A 297 3 455 650 975 1,300 
Peak TIME AA 438 487 682 975 1,462 1.950 
Orr Time B 46 162 227 25 487 650 
Test Time ( 87 97 136 195 292 390 


* Indicates a th common to programme contractors and therefore 


suitable k booking. 
fTIME CLASSIFICATIONS 
Basic Time : Off Time : ; 
CLASS A m.— 6.00 p.m. Ciass B All other hours of 
m.- 8.00 p.m. broadcast except 
m.—11.00 p.m. Test Transmissions. 
Peak Time : Test Time : 
CLass AA m.—10.00 p.m CLass C Test Transmissions 


Associated | 


idceasting Co., Ltd.— 
SATURDAY AND SUNDAY 


SPOT ANNOL? ENTS 
Length of Announcements 
Class Hours 
of l of 
Time Transmission One Half Quarter 
Minute Minute Minute 
C Sati 10 a.m. to 12 noon +£200 t£140 +£90 
0 (test period) 
Satu 2.00 p.m £350 £250 £160 
_ to 
Su 6.00 p.m £600 £425 £270 
Satur 7.00 p.m 
A an to £600 £425 £270 
* Sum 8.00 p.m 
Satur 8.00 p.m 
AA an to £1000 £700 £450 
Sunc 9.30 p.m. 


Saturday 9.30 p.m 
A and to £600 £425 £270 
Sunda 10.30 p.m. 


10.30 p.m 


£600 £425 £270 


to 
11.00 p.m 


+ Subject to advertising being permitted during this period 
* The period from 7.00 to 7.30 p.m. on Sunday nights is subject to final 
approval of the ITA., but in any case no advertising may be broadcast 
prior to 7.30 p.m 
ADVERTISING FE ATURES 
B time 
A time “ “ “ uf 
* Plus 10% for each additional minute or part thereof 
DOCU /MENT ARIES (maximum period } hour) 
£1000 


nmME™ SIGNAL Ss 
Saturday £750 per day Sunday £1000 per day 
Time signals which will be limited to a maximum of 5 secs. will be broadcast 
on the hour and are available by the day. There will be a minimum of 
7 time signals per day. 


. 


*basic participation: 2 


£350 
£600 


mins. or less 


£2000 


A time 
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AGENTS OFFERED 15 PER CENT COMMISSION 
BIRMINGHAM RATES 


Associated Broadcasting Co., Ltd.— 


6 weeks’ notice 
required of 
cancellations 


In the conditions of order con- 
tained in the Associated-Rediffu- 
sion Ltd.'s rate-card, the company 
allow themselves six weeks’ notice 
for changes in the advertisement 
rates. They also require a similar 
period of notice for the cancella- 
tion of orders by advertisers and 
agents. 

All copy, state the company, is 
ubject to approval by the com- 
pany s the service or product 
Copy must be 
1 tor approval as soon 

and never less than 

e transmission. Six 

normal deadline for 
ission of material for 
tisements 
py is deemed unsuit- 
e company, the agents 
submit alter- 
table c py If this 


the company has the 


Ivertised 


rs must 


ABC conditions 


No conditions of order have 
yet been announced by ABC 
ltd. Details are expected in 
the next few days 


-_- 


repeat or other 
lita naterial 
It is desirable that initial 
clearance of advertisements 
should be obtained by submission 
of copy to the company in the 
story board or shooting script 
stage. 


modify 


t 


advertisers 


used pr 


may 
ously on 


mes Or on 


on’s rate-card 


conditions of order in 
Commission: 15 per cent to all 
ng agents recognised by 
npany 
Renewals: “Every effort will be 
ated-Rediffu- 
the first option 
series in preferred 
C a series of not less 
idvertisements has been 
provided that the 
s received not less than 
re the final adver 
of the current series is 


Efforts will 
studios for 


facilities: 


Studio 

» made to provide 

vertisements of 60 seconds 
jration Or more 
Indemnification: 
agents will 

its necessary for the broad- 


The 


adver 
obtain all 
ng ff the advertisement 
and will ensure that it com- 
lies with the law 


SPOT ANNOUNCEMENTS 


Hours 
of 
T ime 


Monday 
Friday 
Monday 


fo 
Friday 


Monday 
to 
Friday 


Monday 
to 
Friday 


Monday 
to 


Friday 


Monday 
lo 
Friday 


+ Subject 
ADVERTISING 
B time 
A ume 

* Plus 10 


FEATURE 


Transmission 


*basic participation 


MONDAY TO FRIDAY 


Length of Announcemen 


One 


Half Quar 
Minute Min 


Minute 


10 to 11.30 a.m. 
(test period) 


to advertising being permitted during this period 
JRES 


. 


2 mins. or less 


for each additional minute or part thereof. 


DOCUMENTARIES (maximum period } hour) 


B time £5 
TIME SIGNALS 


Daily 
Time signals which will be limited to 
on the hour and are available by the day. 


time signals per day. 


A tume 


£375 per day 


a maximum of § secs 


will be broadca 
There will be a minimum of 


In accordance with the Television Act 1954 additional charges may be 


made from time to time in special circumstances. 


These additional charges 


will not in any event exceed 100° of the above rates. 


No rates are expected yet 
from Granada TV Ltd., who 
have announced that they are 
to study viewership research 
before finalising rates. Granada 
have been allocated Mon- 
day to Friday programmes on 
the Manchester transmitter, 
and later from Yorkshire. 

It is hoped to make avail- 
able to advertisers and their 
agents the technical, statistical 
and social information ob- 


Granada planresearch, new TV centre 


tained from the research. The 
facts will be obtained from an 
independent source, not one 
subsidised by the company. 

Granada are awaiting plan- 
ning approval to start work on 
a central site in Manchester on 
a £500,000 TV centre. 

The centre will include 
studio space similar in size to 
that at Lime Grove. There 
will be accommodation for 
outside broadcasting units. 


New Lanenshdue 
ITA site plans 


As an alternative to a site on 
Winter Hill some miles away, a 
second site, on Holcombe Moor, 
near Ramsbottom, Lancs, about 
1,300 feet above sea level, has 
been suggested for the trans- 
mitting station which the ITA 
proposes to erect to serve Lan- 
cashire, 

Lancashire 
have been 
permission 


Hulton’s TV firm 


Hulton Press 
subsidiary company, 
Visual Productions Ltd. to 
“further the development” of 
their various interests in commer 
cial television The company's 
main concern will be the presen 
tation of material for screening 
on the various networks 


Lyons post a “TY 
development’ 


Guy Preston has joined the 
publicity department of J. Lyons 
& Co. He will be responsible for 
developing Lyons’ contact with 
commercial TV and will also 
handle special promotions. The 
appointment is described as “part 
of our plan to develop close rela 
tions with the new medium” by 
Mark Quin, head of advertising 
and publicity for Lyons 

Mr. Preston will be concerned 
with all aspects of commercial 
television, except advertising. For 
the past four and a half years he 
had been publicity and advertis 
ing manager of TWA in UK 


County 
asked for 


Council 
planning 


founded a 
Hulton 


have 


‘No cause for worry’ 


Louis Dorrity, managjng direc 
tor of Nicholls Dorrity Advertis 
ing Ltd., has returned from a 
tour of investigation of American 
television 

He comments: “There is a 
fairly rigid code covering com 
mercial programmes, and it does 
not allow the presentation of any 
offensive material I think, in 
view of what I have seen in 
America, we ought not to be too 
worried about what will happen 
here.” 


25 frames a minute for TV films, say BKS panel 


justify a departure from existing Values, and that the main action 


A slight increase in film speed 
has been recommended for films 
for television by a committee of 
the British Kinematograph 
Society 

To obtain optimum sound 
quality in films for television use 
t is desirable to record at 25 
frames per second, instead of the 
motion picture practice of 24 
frames per second, it states. But 
the advantage is not such as to 


practice, except where this. can 
be done easily 

Other recommendations are 
that prints for TV transmission 
should be similar to those used for 
motion pictures in terms of gamma 
and density, that set lighting 
and decor should be controlled 
so that the important features of 
the picture are contained within 
a limited range of brightness 


should be confined to the mid and 
upper part of the subject bright 
ness scale 

H. S. Hind, president, BKS, 
states that the recommendations 
of the committee are the nearest 
approach to standardisation on 
the subjects considered at present 
possible Other committees of 
the Society are reviewing related 
problems 
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‘Why must we go on bended knees for sign 


planning consent?’ 


PLEA FOR MORE FREEDOM AT ESMA 
ANNUAL LUNCHEON 


“Colour and design of signs should attract and not merely 
startle—be gay without being garish.” That was the advice 
given to the Electrical Sign Manufacturers’ Association by 
William Deedes, MP, parliamentary secretary to the Ministry 
of Housing and Local Government, last week. 

Speaking at the Association’s that signs must be erected on 


Display threat 
follows gift 
offer schemes 


The National Federation of 
Ironmongers has recommended 
its members not to display the 
products of Hudson & Knight, 
Ltd., and Thomas Hedley & Co., 
Ltd.. as locg as gift schemes 
which both firms are running 


innual luncheon, he suggested them,” he declared continue to operate. 
they should work in the same It was only after the building William Dee irliamentar The NFI Bulletin states that 
dress designers They had been erected that somebody secretary to the M tf Housing the former firm is offering scissors 
dress the streets in the would say “What ibout the and Local ¢ og So ind the latter, packets of flower 
= ' manner as couturiers signs? ee Sien M 4 seeds until the end of April 
essed womer ‘The re t atic oes as ime Sn te — ' 
_ “3 ae bias The more you , Associati a facturers’ A incheon The policy of asking members 
In the harmonising of colours can ra to bring to the notice of not to display the goods of firms 
and the co-ordination of design the chitect the importance and yperating gift schemes while 
there is a great deal to be done, increasing scope of illuminated Rugger match those schemes are still valid was 
and I know you all realise that signs, so much the better for decided upon at the Federation's 
Members of this Asso ition architecture the buildings and / ° 1 ? 
: ie | : _ > > , , annual conference in 1953 
eld wish to regard themecives yourselves,” he declared or charity 
woul nt egarc ¢C ve Pscives, © aee ae A A Thomas Hedle spokesman 
da hh ag ae = ae 0 , pe *Bended knees’ The annu v. Print stated that it was not his firm’s 
ee eee ce en J. H. G. Pearce. chairman of ugger mate d of the intention to alter their policy. He 
He said the members of the the Agsetintion anid: “I think it Printers Pe orporation said that the premiums were 
‘ . . til d $¢ ii Sal I ai 
Association had a tremendous in- "ate = eatin pe? ged und the Stati: al Societs offered on a strictly limited time 
‘ . s i? a gica ol gh as ’ . ny 
fluence, for good or ill, om the iiowed on the John Bull facia Benevolent Fu being held basis, and the number of pre 
appearance of the country's cilies 2 coe ’ I sd h 24 t miums involved in any offer mad 
ann tanien te night A without his having to submit next bee a c Athi a I nade 
; . | nde . 4 p.m. on the RK 1d Athietic no measurable impact on the 
; ‘ans and go on bended knees to ' 
I have a great weakness f lee Ministri ” ground trade concerned 
bright lights,” he continued, “but “Sir Winston said-——‘Set the This matct rted in the “Our considerable experience 
that is not ever ys point Of  Heople free.’ 1 suppose, in com early 30s and een played in the field of premium offers 
view To win adherence to the mon with a few lags in Dart every year s pt for the ndicates quite definitely that 
Great White Way School of moor, we thought that this might wal In 195 ; Wa ker the advertising we devote to the 
Thought’ there are certain sound ipply to us. It looks as though managing direct Albert f§ irticle im question during the 
principies to f observed the Dartmoor bovs ma beat us Reed & Cc Lt sented the period of the offer stimulate 
1 > thr , the norm 
There " great difference to it.” Reed ( up, wi been won sales through the normal 
‘ > . 1 ed . 
between st ing and entertain He referred to the part the the paper s time channels,” he said ; 
ment centre here people like t pdustry was playing in the export This year Higgins A Hudson & Knight spoke 
gather at rt to areas where market The figures were still director of S Ltd... and man said that quite a number of 
sre e f th ne cial member t the r 
they live and sleep. In the latter low but before the war they just President of the ers Social nembers of the NFI paid “lip 
illuminated signs are not popular did not exist at all Society, will pre the cup to service” to the resolution 
There are also centres which offer “We in this industry are very It is understood that the NFI 
‘ . , : “ \ le ‘nre t . ’ n 
a fine skyline aft night which conscious of the need for improv- while deprecating gift schemes 
means signs must be restrained.” ing design,” he continued. “The does not attempt to impose any 
s . . sort yf 1 r ] Ayr ts 
importance of design is paramount f ‘ compulsion upon 
U nanimity ‘impossible’ in our minds to the extent that nemoers How _ Many . UK 
this year for the first time we approximately genuine 


He aid that the issociation 


inaugurated a sign design compe- 


ngers who are members o! 


would never get absolute consist tition.” the NFI operate the ban is not 
ency in applications for per- He said the entries were stimu known 
mission to erect signs. But he ating, but not all they had hoped 


concluded 4¢ the end of the 
day, round about twilight, it will 
be you, not the local authority, 
who will be really responsible for 
these decisions You will be 
judged in the light of your own 
achievements. I wish you all a 
brilliant future” 


for. “But we are going on and 
| am sure it will mean more in 
the future,” he declared 

Prizewinners, whose names 
were published in ADVERTISER'S 
Weekty, February 17, were pre 
sented with their awards by Mr 
Deedes 


AA, IPA i hold 


joint examination 


fa of nla 
reached agreement on the piar 


The new development was 
welcomed by a number of lead 
ing advertising people present at 
the conference 


Responding to the toast of Judges in the competition were been continuou Lt.Col. Alan Wilkinson, presi 
“The Guests,” Misha Black, one Sir Hugh Casson, Misha Black, advertising for five ars dent, IPA, believed that it would 
of the judges in the Association's [. H. Doubleday, president of the Mr. Oughton sa that the mean more and better entries 
sign design contest, urged the Town Planning Institute, Norman new arrang ent would mean and help instruction 
industry to consider an approach Moore, president of the Adve that young ple w d be able G. R. Pope, chairman, AA 
to architects to encourage them  tising Association, and J. H. G to take t! mt intermediate executive, welcomed the decision 
to bear in mind the siting of Pearce examination ver , ich earlier because he believed there should 
signs when designing a building oe een and could spend quite a time on be one ladder up which everyone 
There were three factors . the different subjects Advertis- should go 
responsible for a good or bad Better roads drive ng, he claimed, was now attract Mr. Thielé paid a tribute to 
sign, he said They were the Film shows, exhibitions and ng a fine type of young person those, including Mr. Oughton, 
architect of the building, the the publication of special docu who would be very willing to who had laid the groundwork for 
designer of the sign, and the ments will be undertaken as part study for the examination the achicvement vears ago 
technicians who made the sign. of a _ publicity campaign for He paid a tribute to the work Alan Whitworth, director, In 
“Of these three, the architect better roads to be launched by f William Thiel nd R. S corporated Society of British 
q is the most guilty for the num-_ the Roads Campaign Council, the Caplin. chairmen respectively of Advertisers, was sure that 
; ber of mediocre signs that exist chairman of the council, W. An the Advertising A ation and advertising in general and adver 
a Architects stril rarely take into drews, announced at a press con IPA educatior mmittees ; and tisers in particular would benefit 
account signs in the building ference at the Waldorf Hotel last to W. Ewart Rumbl chairman greatly as a result of this umon 


plans, even though it is obvious week f the nt committee that had between the educational sections 
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USA FIRM LAUNCH ‘WHAT NATO DOES’ DRIVE 


Full pages used 
in 17 cities in 
13 countries 


United Aircraft Corporation 
have launched an extensive adver- 
tising campaign in European 
newspapers to help explain the 
aims of the North Atlantic Treaty 
Organisation. 

The newspaper 
claimed to be the 
kind to be attempted 
American industrial 


campaign, 
first of its 
9y a private 


organisation, 


will be conducted in 12 languages 
Full-page advertisements will 
be carried in 25 leading news- 
papers in 17 cities and 13 coun 
tries throughout Europe In this 
country The Times will be used 
carrying six full pages 

The copy will stress the “values 
ot organised nternational co 
operation in the struggle for 
peace,” H. M. Horner, president 
of UAC States 


The campaign was drawn up 


following recent appeal by 
General Gruenther to American 
industry While United Aircraft 
Corporation is the first to sponsor 
such a campaign, other industries 
may follow, says Mr. Horner 
Research used 

In drawing up its campaign. 
United Aircraft Corporation used 
research showing that from 75 to 
85 per cent of the people in the 
14-member nations, including the 
United States, did not know what 
NATO was or what it was trying 
to do 

The campaign will consist of 
six full-page newspaper adver- 
tisements in each city, and the 
first was scheduled to appear dur- 
ng the week of March 6 The 
ampaign is being conducted 
through United Aircraft Corpora- 
tion’s advertising agency, Lennen 


& Newell, Inc., of New York, and 


their export associate, Irwin 
Viadimir & Co., Inc., who are 
represented in England by John 
Haddon & Co., Ltd 

Irwin A. Viadimir, of Irwin 
Vladimir & ( Inc., New York 
ind Chicago, has visited London 
to discuss plans with John 
Haddon & Co., Ltd 


Direct mail for 
sea trips 


Day trips at sea instead of the 
customary coach or rail trips are 
‘ing advertised to firms and 

1 ganisations in the British 
Channel area he advertisers 
r P & A. Can pbell, Lid... 
ywwners of the White Funnel Fleet 
f pleasure steamers. The scheme 
has been introduced by their pub 
city manager, Richard Harris 
An extensive direct mail cam- 
paign to publicise the scheme has 


i ed out by Mail Market 
ng (Bristol) Ltd. who have pro 
the promotion material 


) n rr 


duced all 


S& Daily Berald 7 


PREMIER WELCOME THE NEW “HERALD 


en : ded 
= oo Paes 


a 
| 7? 
’ eo 5) 
> — 
WINCARNIS 
25 YEARS AGO ind Prime 
Minister Ramsay MacDonald we 
me new Dai Hera 
T/ Vo. 4.395 of the “Herald 
‘ e pre iced y tne Dai y 
He (1929) Lid 


AA Conference 
speakers 


Three more speakers for the 
Advertising Association's con- 
ference, to be held at Brighton 
from May 5 to 8, have been 
announced. They are R. D. L. 
Dutton, director of London 
Press Exchange Ltd.; F. C. 
Hooper, managing director of 
Schweppes Ltd. ; and Cecil D. 
Notley, of Cecil D. Notley 
Advertising Lid. 

The Advertising Association 
expect to announce full details 
of the remaining Conference 
speakers, and the subjects on 
which the speakers will be 
heard, in the near future. 


IPR HEAR 
FAMOUS 
VOICES 

The voices of many famous 


people were heard at the luncheon 
meeting of the Institute of Public 
Relations last week when Richard 
Dimbleby, the speaker, used BBC 


recordings to illustrate his talk 
His subject was “Looking Back 
on the Past Things Pe ple Have 
Said and Done.” 


Recordings of Her Majesty the 
Queen, HRH Princess Margaret 


Sir Winston Churchill, Neville 
Chamberlain David I d 
George Sarah Bern iardt, George 
Bernard Shaw, Hitle Mussolin 
and Stalin were heard IPR 
members also heard a moth grub 
cating a suit a fish eating 
under water and other animal 
and imsect record ngs 

Mr. Dimbleby introduced part 
of a recording of an account by 
an American radio commentator 
who witnessed the Hindenburg 


airship disaster 


“Daily Herald’ celebrates 


a silver jubilee 
25 YEARS SINCE ODHAMS, TUC TOOK OVER 


The “Daily Herald” this week celebrates a silver jubilee. 


It is 25 


years ago since the paper, then a struggling political party organ, was 
taken over by Odhams Press and the Trades Union Congress, and 


built up to a national daily 


It appeared first as iters 
strike sheet in 1911 was 
revived by George Lar the 
following year with a « il of 
only £300 Never b 19% 
had it achieved a r 1 of 
much more than 250,00 

A new company | Daily 
Herald (1929) Ltd \\ ed, 
representing i p ot 

©) ind 
I u<¢ 
N cs 
Ww ¢ n 
I ct 
f 
= 
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ire n 
Ma } 
iv 
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+} ; x" 
re 
than a millior ay on 
growing 

“Then, for the first t n its 
history, the Da H d 
claim to be a great 1 \ per 
providing ill =the 
which it iders looked | H 
Hull, adve nt d f 
the paper told ADVERTISER'S 
WEEKLY this week Many who 
bought the paper j t 
entirely and it on had gh 
proportion of readers \ took 
no other morning pape That is 
sull the case to-day National 
advertisers quickly I sed 
that the new Daily H i gave 
them an opportunity of aching 
a vast market for consumer goods 

“Most of the important firms 
who booked space in the first few 
weeks have continued to the 
Daily Heral. 1 ever since Ihe first 
composite page of stor Iver 
tising in the paper's history 
appeared on March 17, 1930, and 


1 considerable volume of financial 
advertising was soon attracted by 
the cit which was intro- 
duced 


page 
page 


Importance growing 


“As a medium the Daily 
Herald's value has increased 
during the past quarter of a 
century he claimed, “because 
the market it reaches is now even 
more important to the advertiser 
than it was in 1930 

The needs, tastes and desires 
of Dai Herald readers are con 
stantly developing and they now 


show much keener discrimination 
im their buying 
The paper will not only main- 


tain but increase its influence in 


pl DAILY HERALD @@ > 


H-BOMB WENT WRONG 3,000 crows 


Nome WE ARE PROUD TO we bees lara 
kier 
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ONE YEAR AGO~-and the “Dai 
Herald” has reached its present-day 
format The striking iflerence 
erwecen Me “b nmecarns adavertisemen 
(see 1930 front page) and the Gillette 
4 % rie drive hrought 
i 4 ’ ertisiv durin those 
24 ear 
th field, Mr. Hull forecast 
First chairman of the Daily 
He ld 1929) Ltd. was Viscount 
Southwood—-formerly J. S. Elias 
ntil he died in 1946 Then 
Arthur ( Cousins took over 
When he died in 1949 W. Surrey 
Dance, the present chairman, took 


over 


Luxembourg up 
An inc 


rease in 
idults lister 


the number of 
ng to Radio Luxem 


bourg in England, Scotland and 
Wales of 12 per cent on 1952 
s claimed in the station's latest 
audience survey report Pre 
pared by Social Surveys Lid 


The Gallup Poll) it will be pub 
ished in a fortnight’s time 


The report covers the week 
February 13 to 19. wher t ‘ 
stated there was an verage 
night! sudience of 8,080,000 
dults lop programn on 
Sundays was “Take Your Pick 
and on weekdays Carroll Levis 
ind h > 1) ‘ ver cs 


ASFP luncheon 


Annual luncheon of the Asso 
ciation of Specialised Film Pr 
ducers will be held on April 27 at 
th Park Lam Hot when 
Reginald Maudling, MP, Econo 
mic Secretary to the Il reasury 
will be principal speaker The 
Association's annual meeting will 


take place before the luncheon 
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Appointments at 


Mirror-Pic 


F. Buckham has been appointed 
assistant advertisement manager 
of the Sunday Pictorial, whom he 
joined in 1952 as senior representa- 
tive John Bilenkinsop has been 
promoted to assistant advertisement 
manager of the Woman's Sunday 
Mirror. Mr. Blenkinsop originally 
— the Daily Mirror in 1949, 
ut left to join George Newnes on 
Men Only. In 1953 he rejoined the 
Mirror group as senior representa- 
tive on the Sunday Pictorial, and 
has been on the Woman's Sunday 
Mirror since it was launched 

New members of the Mirror/ Pic- 
torial staff are A. S. MacVicar, who 
was previously with the Glasgow 
Evening Times, and recently with 
the Thomson Leng group, who 
joins the Sunday Pictorial, and 


Christopher Toby who ins th 
Woman's Sunday Mirror as a senior 
representative. Mr. Toby has 
recent ly been wi 2 The Queen. 
* 
Appointments to the sa 


organisation of Hoover Ltd 
GA. &. Hardwick to be d 


manager Portsmout! and 


P. A. D. Duffel to be distr mar 
ager at Westminster 
* . * 
Miss Marjorie Towers, of R 
mond Towers Ltd., who 
an emergency perat f 
tonit ] pruary i a 
making satisfact« f s ¢ 
will iving pit Juring tn 
next fortnight f ap | 
va r 
* sd * 
Martin H. Perry, man aging lirec- 
r f Market ! suita Lid 
1 appoi 1 a director of 


ves Association of Great 
* * * 
Alison Gillard has left the pub- 
[ ent of Monotype Cor- 
Alfred Pemberton 
ypographer. Miss Gillard 
st six aed a half years 
beer ssi to Mrs. Beatrice 
Warde th on the Corporation's 


aGverusing and general publicity 
* * * 


Alex Howie, chairman and manag- 

ing director of Rex Publicity Service 

resents a wrist-waich to Miss L. D. 

leven, accountant at the Glasgow 

office. on the occasion of her com- 

pletion of twenty-five years with the 
company. 


Chronicle” 


Lord Layton returns 
from retirement 


The “News Chronicle” have as»ounced that, 
owing to the recent deaths of Frank Waters and 
Roy Clark, and the serious illness 


&. J. Cruik- 

shank, all members of the boards of the “News 
and “The Star,” Lord ‘ayton, who 

served chairman of the compani ‘rom 1930 to 
1950, and since his retirement been vice- 


chairman of the Daily News Lid “Ss agreed to 
resume temporarily his membersh 


Presentation to 
Terry Pearce 


T. G. N. Pearce, for six years 
chief advertisement manager of 
Kemsley Newspapers in Man- 
chester, was entertained to lunch by 
80 business friends before his 
ippointment with Westminster 
Press as advertisement director. John 
Newton, advertising agent and 
chairman of the advertising section, 
Chamber of Commerce. presided, 
and tributes to Mr. Pearce were 
made by Laurence P. Scott, chair- 
man, Manchester Guardian; A. M. 
Burnett-Stuart, director of Kemsicy 
House; E. A. Paessler, chairman 
Manchester Publicity Association ; 
Harry Hardwick. chairman, First 
Friday Club; Dick Longdon; and 
W. McMillan, advertisement direc- 
tor, Manchester Guardian. Mr. 
Pearce was presented with travelling 
cases for himself and his wife. 

* 


J. A. R. Jack has joined the 
Salford City Reporter as advertise- 
ment representative. He was for- 
merly with the Oldham Midweek 
Mirror in a similar capacity 

* * * 


Morice Redmayne has joined the 
firm of S. Redmayne & Sons, Ltd., 
at their Penrith factory, which is 
the centre of the plastics section of 
their business He is the son of 
P. B. Redmayne, the present chair- 
man of the company. For the last 
three years he has been with a lead- 
ing London advertising agency 

* * 


At the annual general meeting of 
the Scottish Silk Screen Printers & 
Display Association, William War- 
wick (Warwick & Co., Ltd... Edin 
burgh), resident, and Maxwell 
Edgar (Rex Studios, Glasgow) 
treasurer, were reelected for a 
further year of office 2 
McCreadie, of Peacock & Henry, 
was re-elected secretary. Members 
of the council are A. Barr jnr., 
J. Gay, W. Patterson and R. Camp- 

* * * 

R. A. Metheringham wi!! join 
Foote. Cone & Belding. Lid. as 
research and marketing manager at 


‘ the boards. 
the beginning of nonth. He 
will be directly ble to Olaf 
Eliefsen, the ¢ in charge. 
Mr. Metheringhar 1 his adver- 
tising research ca years ago, 
worked with B r the war, 
and in 1947 j« e & Robin- 
son Lid. where ppointed a 
director in 195 

* . * 

Eric Vose National 
Trade Press as vent mana- 
ger of Building A News from 
April 4. He has ior London 
and Southern ‘ advertise- 
ment representa lhe Timber 
Trades Journal 6 

* * * 

The Hon. Gera scelles has 
been appointed of Franco 
Signs Ltd. to fil icy caused 
by the deat! r Herbert 
Williams, in | 

* * * 

R. J. Burns ha the adver- 
tisement depart: Northcliffe 
Newspapers grou; epresenta- 
tive under W. J. | y, London 


advertisement mar 


the Bristol 


Evening World Evening 
Telegraph, Leicest ling Mail, 
and Lincolnshire ! 
* * * 
N. Barry Needh iso joining 
the oe tment particular 
interest w be ction with 


the gr oup’s $s SIX w ewspapers 

K. H. Lindon | appointed 
assistant publicity ager of 
Lansing Bagna manufac- 
turers of mater ng ¢quip- 
ment He was {| isly with 
Massey Harris Fe Ltd., where 
he was responsibk oduction 

* * ® 


Keith Hale, of Dor!and Advertis- 
ing Ltd.. and Joe Tymon, of Wad- 
ham Artists. driving a 1500 CC TF 
MG sports car, were second in their 
class in the recent RAC inter- 
national rally 

- oe * 


Anthony Gorman, who recently 
closed down his own agency in 


Nottingham, wil! up an 
appointment as advertising manager 
and PRO to Regentone and RGD 


on April 4 
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Obituary 
E. W. Kidd 


Ernest Wilfrid Kidd, chairman 
of Kidds Advertising Ltd. and 
Kidds Business Service Ltd.. office 
furnishers, has died in Middles- 
brough. He was 73. 

Before going into business on his 
own at Middlesbrough with an 
advertising agency in 1910, Mr. 
Kidd, who was born at Whitby, 
worked on the Whitby Gazette and 
Northern Echo. At 21 he was 
advertising manager for the 
Middlesbrough Gazette, then known 
as the North East Daily Gazette. 
He founded Kidds Business Service 
in 1920, and later opened branches 
in Leeds, Bradford, Newcastle and 
Middlesbrough. 

He leaves a widow, four sons and 
three daughters. 


Fred Kelly 


Fred Kelly, Edinburgh and 
Eastern area manager in Scotland 
for David Allen & Sons, Ltd., has 
died, age 49. 

Joining David Allen’s in August, 
1920, he received his early training 
from his father, Johnny Kelly, who 
at that time was the foreman in 
Belfast. On his father’s death he 
was appointed assistant foreman, a 
position he retained until he was 
sent to Edinburgh in June 1931 
He became manager for Edinburgh 
in 1934, and later his territory was 
extended to include Aberdeen, 
Dundee, and the éastern seaboard 
of Scotland 

J. Allen Roberts, joint managing 
director, of Belfast, writes 

“He served the company faith- 
fully and well for 35 years. Forth- 
right without being dogmatic, tena- 
cious without being obstinate, he 
was extremely popular with all.” 

He leaves a widow and three 
young daughters. 


J. S. Simmons 


J. S. Simmons, who retired from 
the ie of advertising manager 
of W. T. Henley’s Telegraph Works 
Co. Ltd through ill-health in 1946, 
died last week at Malvern, Worcs. 
He joined Henley’s in 1920, and was 
in charge of the engineering adver- 
tising department until 1934 when, 
on the amalgamation of the cable 
and engineering advertising depart- 
ments, he was appointed joint 
advertising manager with the late 
W. A. Moore. In 1936 he became 
also advertising manager of Henley’s 
Tyre & Rubber Co. Lid. When Mr 
Moore retired in 1940, Mr. Simmons 
was appointed advertising manage 
of the whole works. 


G. Smith 


George Smith. a director of John 
Menzies & Co., Ltd., booksellers 
and newsagents, who handle 
advertising for guides and cata- 
logues, died in Glasgow last week 
He joined the company at their 
head office in Edinburgh and later 
held appointments in branches at 
Dunfermline, Inverness. and Dun- 
dee, before going to Glasgow. He 
was appointed a director in 1946. 


ABC Figures 


CAMBRIDGESHIRE TIMES GROUP 
Jan to i 1954 66,63 


Copies 
Weekly 


Londen Represemetive : W H. WALPISLEY 


© Piet Street. E.C.4 


Northern Represemetive © ARNOLD ELLIS 
+ Cremierd House Manchester ¢ 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Coatrel 9353 


Tel. Bieckiriars 6987 
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...it was a very exciting costume fo! 
one thing. Not the one she saw advertised, 
incidentally. But it was the advertisement 

in the ‘Pic’ that sent her along to buy it. 
Ads.in the ‘Pic’ are always extraordinarily 
effective, as an investigation carried out 


by Jantzen Limited proved 


Selecting a number of suitable 
publications, they worked out the cost 
per reply to a number of keyed 


advertisements. Here are the results. 


PUBLICATION cost per reply 
First 16/- 
Second 5/8 
Third 4/6 
Fourth 3/3 
SUNDAY PICTORIAL 1/8 


No wonder more and more big advertisers 


are clamouring for space in the 


Sunday Pictorial ' 
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SAA meeting IPA on standard 
orders for screen ads 


REVISIONS OF CODE OF STANDARDS 


This counter-selling unit employing 
the Rotair principle is laimed to 
be the first of i kind in the food 
field t is being distributed by 
Brown & Polson Ltd. to link with 
their advertising of flavoured corr 
flour Quantities of both the five- 


flavour and the three-flavour packs 
f Cornflour can be displayed at 
self-service ievei 


Midland IAMA 
officers 


S. H. White (Bendix) was 
cted chairman of the Midlands 
ranch, Incorporated Adver- 
tising Managers’ Association, 
succession to Luscott- 
Evans (Tube Investments Exports 
Ltd., Birmingham), at the annual 
meeting last week 
A. W. E. Yate (Royal Enfield) 
was re-elected secretary and 
treasurer, E. Luscott-Evans, Edwin 
Fallon (Incandescent Heat), and 
A. E. Upton (Cuxson Gerrard) 
were elected to the committee. 
Mr. Upton, who continues as 
press officer, said that the next 
item on the programme would be 
a tour of a coal mine 


Publication delayed 
Three liiffe publications 
Autocar, Motorcycle and Nurs- 
ing Mirror—were up to 24 hours 
late last week, owing to a labour 
dispute The union involved is 
the National Union of Printing, 
Bookbinding and Paper Workers 

There is a possibilty that the 
same three publications may 
again be late this week, but an 
lliffe spokesman stated : “Nego 
tiations are continuing.” 


a gtoup 


TO BE 


ANNOUNCED SOON 


A code of standards for screen advertising, standardised 
forms of contract, and charges to advertisers are subjects on 
which the Screen Advertising Association expects to announce 
progress before long, J. Guy Presbury, president. reported at 


the annual meeting last week. 


A number of revisions on the 
Association's code of standards 
had been discussed with the Ad- 
vertising Association, the Incor- 
porated Society of British 
Advertisers, and the Institute of 
Practitioners in Advertising. The 
proposed revisions would, subject 
to the approval of the Cinemato- 
graph Exhibitors Association 
be issued to the members of all 
the interested organisations and 
to all cinemas in Great Britain 
and Ireland, 

Further meetings were to be 
held with the IPA to consider 
standard conditions of order for 
the production and distribution 
of advertising films and filmlets 
The SAA welcomed the forma- 
tion of the IPA's film advisory 


panel and a permanent committee 


for discussion, he said. 

Following representations by 
the SAA, the Board of Trade 
Journal was shortly to include 
statistics of the film industry, 
details of total seating capacity of 
all cinemas in terms of seat per- 
formance per week ; and in addi- 
tion the hours of opening, num- 
ber of performances, and daily 
admissions during a selected week 
in September would also be set 
out 

“Screen advertising will then, 
to the best of my knowledge, be 
come the only advertising 
medium in which charges to the 
advertiser are based on official 
figures published by a Govern- 
ment department,” stated Mr 
Presbury in his report. 

The president paid a tribute to 
the value of the Screen Advertis- 
ing Supplement published on 
September 23 by ADVERTISER'S 
Week ty, which he said, “did a 
good job in putting forward the 
advantages of our medium.” 


SLA film show 

The typographers’ group of the 
Society of Industrial Artists will 
welcome guests at a film show at 
6.15 p.m. next Thursday, March 
24. Six films will be shown at the 
cinema at the Building Centre. 
Store Street, WI. The films are 
on the development of type, and 
on printing techniques. 


New press alters 
group's format 


A new high-spec tary press 
is now in full op yn in the 
production of Somerset 
County Gazette se of weekly 


newspapers he llation of 
the new press h xen many 
months to complet ind it is 


capable of publist 
32 broad-sheet p 
convenient size 


ues up to 
a more 
previously 


possible 

The four-deck ble-width 
Foster press can 7 ce 25,000 
copies an hour an hour 


for 16-page issuc s facilities 


include a device e use of 
colour and stop-| equipment 
for the printing of news. 


Previously the § 
Gazette series had 


t County 
ge depth 


of 24 in. by 11 col but since 
the installation of 1eW press 


format is 22 in. by lumns. 


Store’s birthday 


Selfridges’ birtt week is 
heing celebrated ¢ ek, end- 
ing on Saturday Tuesday. 
the actual annive of the 
hirthday, Miss Pat e cut the 
Store’s birthday cab In show 


in the window of store are 


enlargements of « the 28 
tull-page advertise s which 
announced the opx of the 


store on March 15 


Marcu 17, 1955 


‘TERRIFIC 
IMPACT’ OF 
US ADS 


“There is no doubt that in 
America advertising is the greatest 
single sales builder and its impact 
on the public in conditioning their 
desire to possess is terrific,” J. 
Kempster-Butler, of the Brighton 
store of Chipperfield and Butler 
Ltd., told members of the North- 
Western branch of the Drapers’ 
Chamber of Trade in Manchester. 

Mr. Kempster - Butler, who 
recently visited the United States, 
said that the dry goods retailer 
was by far the biggest consumer 
of newspaper space in America 

Comparison of rates was diffi- 
cult. because the newspaper set-up 
was so very different from this 
country, but where it was possible 
to make comparisons, rates 
appeared to be lower in America 
where most things cost a good 
deal more, he said. 

Generally speaking, television 
advertising was not widely used 
by the dry goods trade in 
America. The “supply of super- 
latives” seemed to be running out 
in TV advertising, and he had 
noticed a new technique which. 
he said, ran something like this 

““Now here’s a_ packet of 
chicken and noodle soup. I can 
see the noodles, but I don't know 
where the chicken is. As a matter 
of fact they gave me a sample to 
try, and I thought it STANK’. 

Mr Kempster-Butler said: 
“Wheieupon, I am_ informed. 
housewives rush to buy it—pre- 
sumably to find out if it really 
stinks.” 


“Art of PR’ 


At the next luncheon meeting 
of the British Direct Mail Adver- 
tising Association, at the 
Criterion Restaurant on Thurs- 
day, March 24 (12.30 for 1 p.m.), 
the speaker will be Sir Stephen 
Tallents, on “The Art of Public 
Relations.” 


Dancing in the square in Soho Week 


A publicity campaign to get more 
people to visit Soho is to be 
launched. It will back a Soho 
Fair, to be run by the Soho 
Association from Sunday, July 
10 to Saturday, July 16. Tor- 
rington Douglas has been 
appointed press representative. 

The publicity will include adver- 
tising on the London Under- 
ground and buses, banners in 
the streets of Soho and a new 
magazine “Welcome to Soho,” 
which, if successful. will be 
published bi-monthly. 


The magazine will be pocket size, 
selling at Is. 6d. 

During the Fair, Soho streets and 
premises will be decorated in 
national colours. The Week 
will include a carnival proces- 
sion, open air dancing in the 
squares, wine tastings, window 
display and decoration com- 
petitions, and an exhibition of 
Soho printing craft. 

Torrington Douglas and Hugh 
Mackay, PRO with the J. 
Walter Thompson Co., Ltd., 
are on the committee. 


nine influential newspaperts 


A.B.C. Weekly Net Sales 


LARGEST IN KEN’ T 118.814. 


Associated Kent gg itd. 
FLEET 


AK 


LONDON : E.W. PLAYER LTD 
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Manufacturers and users alike look to 


This is the 
. this journal every month for up-to- 
only journal date authoritative reports on new 


developments and progress in the 
in the world a 
Practical experience with all types of 
engines and transmission systems is 
reported, together with operating and 
Me: statistical data relative to this and 
dealin ’ similar forms of traction. Thus an 
g expanding international market is 


continuously served by a journal with 


solely with costal ill 


WUESERRAILWAY TRACTION 


Published monthly by 
TOTHILL PRESS LTD 
33 TOTHILL ST., LONDON, S.W.1 
Telephone: Whitehall 9233 (12 lines) 


and that is 
its name 


RALLWAY Gameree pe ‘eens.a SHIPPING 
a RAILWAY TRACTION + THE INDUSTRIAL CHEMIST + 
WITECTURE AND BUILDING + COKE AND Gas + 


Fee ET 
; fis syle , g 
. 2 . 
ET 
i y " 4 y > 
{ SOP: Pegi 
| —_—— on >. 
fi ; Es ig 7 R 
‘ ‘fay —_ 
& 2 
; he ” — ee 5 
t oe -» - = —— so 
| : | ) : ae 
,. ¥ ? - : 
° “ts a a ak 
et oe a . MESry 
.  @ ‘RAlbway ‘3h | 
(‘Be “ . \ eoeesegeeeececeee — TRAC f 
4 ke » et |) al 
} get Wy, N 5 a... di 
ie. he o= wn" . | : 
4 a ve ‘: . ‘ 
z . : id - ” ‘ 
H ‘ es Os \ WW 
pS at es sate Ua mans == 5 GROUP OF PUBLICATIONS 
S & OLARRY ENGINEERING + COLMERY ENGINEEIING 


ADVERTISER'S WEEKLY 644 Marcu 17, 1955 


— THEY ALL BENEFIT FROM 


Makers, retailers, consumers ~““Shaeresevar 


‘THE MEASURE AND GAUGE OF SOCIAL 
| TV CONFERENCE PREFERENCE. SOCIETY TOLD More papers 


The advancement of market research and the benefits it than houses 
has brought to manufacturers, retailers and the consumer Stein intestate “Wnts 
were referred to by Lord Piercy at the second annual luncheon yo. ye eee Ae 
of the Market Research Society last week. to a dinner and afterwards to 


Lord Piercy, who is the ble in the annals of the Society 4% Ya"ety show at a local theatre 
Society s new president told the in that it saw the cation of by Cumberland Newspapers 
aceveers “What was once a a standard cod f practice for Limited proprietors of the Cum- 
kind of darkest plain where ie elt geenes retetdan herland News and Cumberland 
ignorant armies clashed has now Replying on | f of the /vening News 
become a rational field of en guests, Dr. C. Oswald George said In welcoming the guests, John 
deavour, enlightened by the _ that, as chairman e Associa- L. Burgess, managing director 
researches of you ladies and tion of Incorpora! ilisticians, stated that during February, the 
gentlemen.” He paid tribute to he felt as thougt vas visiting Cumberland News had averaged 
the work of his predecessor, Sir “very wealthy rela 5.” “There Over 40.000 copies per issue, the 
Arthur Bowles = om ait of 1 ty about highest sale since it became a 3d 
There was a wide variety of | market research. paper. He claimed that in the 
applications for market research Guests at the cheon in- City of Carlisle, thanks to the co 
While in America Barry Barron to-day. he said It had become cluded Lt.-Col. A Wilkinson operation of newsagents, the, 
(left) met Harry Wayne McMahan. more scientific and the practic and Drummond L. Armstrong, sold more copies of the Cumber 
author of , The Television Com tioners were becoming more and president and direct Institute [4"d News than there were 
rhe “ . i gg "Bu ime more part-sociologists and part of Practitioners in ‘A vertising ; —., a . 
er PP 9g ony ee psychologists Alan Whitworth. d r. Incor- coma ; urn. secretary of the 
Soci EA ihe 3 onl ye nies He continued: “Market re- porated Societ British ar iste pranch of the National 
search is now a measure and Advertisers: Sir R t Fraser, Federation of Retail Newsagents 
—_— a gauge of social attitudes and pre- — director-genera! Ind fent Tele. ‘"ePlied 
L SA commercials ferences. It brings immeasurable vision Authorit sir John 
benefits to the manufacturer and = MacC. Craig, late | troller of Hazell Sun pl 
ean live for the retailer and, as a result, the the Royal Mint. < lon New- r ss plans 
consumer. ton, editor, Fi Times A resolution that the name ol 
What it was doing was helping George Schwartz, iy Times Hazell Watson and Viney Ltd. 
6 months the producer to become more Graham Hutton, « mist and printers and binders, be changed 
imaginative and enlightened to writer ; and P sor M to Hazell Sun Ltd. will be put 
Gimmicks attached to TV the needs of the consumer Kendall, London ‘School of forward at the company’s annua! 
ymmercials in the United States é Economics meeting on Thursday, March 31 
ire enabling some films to be Guide to manufacturers ——_—__—__ It is intended that Hazel! Sun 
ised for as long as six months Further tribute to the part [Trish board's £36.000 Aae, men Secame the parca 
Th eported by Barry Barron market research is playing in “j ‘ ; . company and a new subsidiary 
MeCann-Erickson’s TV execu commerce and industry was paid Fogra Failte, the h tourist company, carrying on the old 
t who has just returned from by John Ryan. vice-chairman of publicity board » spend name of Hazell Watson and 
1 month's trip to America. He the Metal Box Co.. Ltd approximately £3 on its Viney Ltd., be_formed to run 
said The Americans are just He said it enabled the manu > rata ee ean Britain and =the business at London and 
idvertising-minded as ever facturer to produce his goods in the USA Aylesbury 
Man TV viewers in the the right form and quality and 
States have their favourite com available to the consumer at the 
nercials,” he told ADVERTISER'S — right pfice and in the right place 
WEEKLY They might like a The chairman of the Society 
ittle tune played in the spot, a H. Munt (Unilever Ltd.) wel 
fascinating sound effect like comed Lord Piercy as the new 
water gurgling down a plug hole. president 
or a small child 


Although the function was re 
ferred to as the second annual 


Standards raised luncheon, he pointed out that the 


American people are inter Society had been tn existence for 
ested in advertising. They know over seven years. It was founded 
how their standard of living has in 1947 with a membership ot 
been lifted by advertising, and less than 25, twelve months ago 
they like it One of these days there were some 150 members 
| expect we shall have the same and to-day over 220. “I suggest 
situation over here that it would have been impos 
“The most successful salesmen sible to have 220 people inter 
on TV are the professional ested in the use and application 
actors,” said Mr. Barron Pro of market research n this 
fessional salesmen and models country before the war,” he said 
are uscless Asked what three The Society's policy was to 
factors of American commercial! meet — the growing need for 
TV he would like to bring to this highly trained researchers and to 
country if he had the oppor extend the knowledge of the 
tunity, Mr Barron replied subject, and he added The past This window display was used by the publishers, Business Publications Ltd 
‘Three writers.” vear has been particularly nota 180 Fleet Street, E.C.4 munch “Commercial Television News” last weet 


ONE OF BRITAIN'S BEST 


MARKETS COVERED BY | int zz Surrey Advertiser 
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How many “Daily Herald’ housewives 


hought a tin of peas 


TINNED PEAS AND OTHER TINNED 
VEGETABLES, the first in a new series of reports 
on the Buying Habits of “Daily Herald” readers, is 
being published and distributed this week. 

The report deals in detail with many facets of this 
vast, complex market. And in doing so it reveals 
very clearly the vitally important position held in 
this market by * Daily Herald” readers. For instance, 
at the time the survey was made 43% of all “Daily 
Herald” housewives had bought a tin of peas in the 
last seven days, as against 38% of all housewives. 
That fact alone is a measure of the potential 


DAILY HERALD 


last week? 


effectiveness of advertising tinned peas in the 


“Daily Herald.” 

But there are other facts about the “Daily Herald” 
The facts that on average there 
are at least 3 wage-earners to every two “Daily 
Herald” that 40% of “Daily Herald” 
readers see no other national daily newspaper 
that the “Daily Herald” enjoys to an unparalleled 
extent the confidence of its No mass 
market advertising scheme is complete that 
include the “Daily Herald.” 


you should know. 
homes 
readers. 


does 
not 


PEAS 


imaginar 


is, of 


Our brand name, BETIA 
ours, 


E. H. HULL 


ADVERTISEMEN1 


DIRECTOR, DAILY HERALD 


ACRE HOUSE, LONG 


ACRE, LONDON, W.C.2 
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COMMENT 


A MAJOR STEP 


FORWARD 


The agreement between the Ad- 


vertising Association and the 
Institute of Practitioners in 
Advertising to introduce an 
Advertising Joint Intermediate 
Examination to take the place 
of the individual intermediate 
examinations of each body is 
one of the most satisfactory de- 
velopments in organised adver- 
tising since the war. 

The sponsors’ claim that this de- 
velopment is “an immensely 
important step forward that 
will have far-reaching results” 
is thoroughly justified. 

The demand for trained staff in 
advertising departments and 
agencies is an acute reminder 
of the need for maximum 
efficiency in the training and 
qualification of personnel. 


Benefit to all 


This streamlining of the examina- 
tion system will benefit student 
and employer in the long run. 
it will, for example, enable 
classes in the provinces to be 
formed much more easily than 
has sometimes been possible in 
the past. 

The course for this development 
was set in the Miles Thomas 
Report issued by the Advertis- 
ing Association two years ago. 
This urged that “an attempt 
should be made to reach agree- 
ment between the two bodies in 
some form of common en- 
trance examination.” 

Informal discussions followed 
and it was soon agreed that 
possession of the AA diploma 
should exempt candidates from 
the IPA intermediate examina- 


tion. 
Bouquets 


Then the AA revised its regula- 
tions and syllabus, and at the 
end of last year it was agreed 
that the time was ripe to set 
up an Advertising Joint Inter- 
mediate Examination Board. 

Three line up with the Miles 
Thomas Committee for bou- 
quets: W. Ewart Rumble, 
chairman of the joint com- 
mittee which reached agree- 
ment on the proposals, William 
Thielé and R. S. Caplin, respec- 
tive chairmen of the AA and 
IPA education committees. 

The splendid co-operation there 
has been between the two 
organisations over education is 
an example to be followed in 
other fields of mutual interest. 


in Britain 


646 


Talking Points 


Marcu 17, 1955 


Point. of-sale display sells so much beer 
that the law steps in! 


back from 
America by Leon Goodman, 
head of Leon Goodman 
Displays Ltd. It concerns 
beer, and it’s a double- 
barrelled one: 

How effective is point-of-sale 
display in selling beer and spirits 
in this country ? and 

Is advertising more heavily 
shackled by authority in the 
United States than it is in 
Britain ? 

Mr. Goodman says one of the 
biggest brewers in America, 
Anheuser-Busch, was recently 
forbidden to import beer into the 
State of Minnesota for ten days 
“because they spent too much on 
advertising.” 

The State Liquor Commis- 
sioner, announcing the ban, said 
that the brewers had exceeded 
the 1943 Act limiting the amounts 
to be spent on store displays by 
brewers or wholesalers. 

Mr. Goodman says: “Advertis- 
ing by brewers in liquor stores in 
America is limited to a maximum 
of 100 dollars a year for exterior 
displays and 25 dollars on inside 
Material at any one store. 

“Not many people in Britain 
realise the sharp limits imposed 
on liquor advertising in America. 
Distillers, for instance, can only 
spend up to 30 dollars a year per 
retailer for display material 
either rented, loaned or sold to 
retailers. Window display mate- 
rial is limited to a value of 15 
dollars and _ interior display 
another 15 dollars. These sums 
are fixed by the Bureau of Inland 
Revenue 

“What is interesting is the im- 
plied pulling power of display 
advertising. I wonder what the 
brewing and distilling industries 
would say if the 


[ss talking point was 
brought 


Government 


imposed = similar 
restrictions here?” 
RUGGED 
LL kinds of people are 


reported to have been on 
the carpet as a result of last 
week's story about the buffeting 
of the consumer who complained 
that his carpet had worn out in 
24 years 
This column has been hounded 
by the Carpets Promotion Coun- 
cil and various agencies 
The best point so far has been 
made by Nevin D. Hirst (Adver 
tising) Ltd. They say they have 


a client who makes a _ carpet 
“which has undergone the most 
extensive wear testing both in the 


laboratory and in actual use and 
which, despite the fact that it 
sells at a price considerably lower 
than ordinary carpe!, wears 
well. ... 

“In fact, when under test in a 
department store in Manchester 
two hundred thousand people 
walked over the sur grade of 
this carpet without showing 
marked signs of wear. Similarly. 
the standard grade was subjected 
to heavy traffic (in faci. two hun 
dred and fifty thousand people) 
when it was laid two of 
Sydney's busiest) pints, St 
James’ Railway Stat ind Man- 
ley Ferry Wharf, a: en after 
three weeks of such treatment the 
test lengths were far m worn 
out.” 

That's the kind of y to tell 
the consumer. But it is fatal to 
insult him when he gets a dud. 

POINT-OF-VIEW 

WO topics for TV talk: 

1. Reveille sugs $ that 
commercial television may lead 
to the installation « reens in 
buses (“technically p ble,” the 
paper says). 

2. A picture from 1 Luxem- 
bourg is claimed t& ve been 


picked up in Dover 


TO-MORROW 'S 


®@ Greater competition is expected 
in the gramophone record field 
where there is a growing boom. 
Following the annovacement 
that Woolworths are to sell 
records below norma! prices, 
comes the news that the Ameri- 
can Cameo, Manhatten, Parlia- 
ment and Whitehall hb: ands are 


to be launched here at cheap 
prices. 

@A well-known manufacturer of 
breakfast cereals is to sponsor 
a 1,000-mile Tour of Britain 


cycle race 


@ The National Farmers Union 
in Scotland is to be asked to 
consider undertaking more 
public relations “to win the 
goodwill and support of the 
townspeople for agriculture.” 


@ Big advertising battle being 
waged in America between the 
makers of headache remedies 
1S expected to spread to Britain 


in the autumn. New products 


TACTFUL TEAR 
tN t ae- 


XENIA MouTy f 


OMe me mene H 


A while 
back we published a picture of 
the poster from “Pubblicita in 
Italia” and described it as “muti- 
lated.’ Now comes a delightful 
letter from Italy, saying ; “Owing 
to obvious decorum’s reasons, the 
feminine figure has been partially 
hidden by a clever tear. We are 
very pleased to verify that the 
artist (Armando. Testa) has suc- 
ceeded in obtaining such a clear 
trompe l'eil. We beg to forgive 
our trick.” 


TOPICS 


may be developed, 
liquids and capsules. 


@ New retailing development in 
New York being watched by 
British interests is the “one- 
stop” shopping project. Space 
in a huge covered premises is 
leased to concessionaires 
providing everything from gro- 
ceries to dry cleaning. Some- 
times there are 200 merchants 
under one roof who advertise 
co-operatively. 


See the convenient tear? 


including 


@ Other newspapers and periodi- 
cals are expected to follow the 
Daily Express \ead in a cam 
paign to boost the advantages 
of press advertising in answer 
to the challenge of commercia! 
TV. 

@ There is to be another journal 
in the confectionery field. It 
will be published in the 
summer, and will cover the 
manufacturing side. 


ROUND TABLE 
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AURA 


ACME... 


ACME SHOWCARD & SIGN COMPANY LIMITED 


Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Head Office & Works: Paragon Works « Enficld - Middlesex - Tel: Howard 1651 
Showrooms also at Crown Buildings, James Watt St., Birmingham 4. Tel. Central 2325 


Resident representatives in Manchester and Glasgow 


1. Porcelain-fimshed embossed washable-surface showcard. 2. Collapsible stand-easily erected to display bottle 
2. Self-service collapsible metal stand. 4. Outdoor double-sided illuminated box sign, with dealer's name. 5. 


Folding illuminated box sign. 6. Outdoor stove-enamelled metal wallplate. 7. Crowner for displaying bottle. 


| 
: : : one | 
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A great city in the heart of 


ie 


industrial areas — this is Birmingham, 


one of the country’s richest 


where sales reflect a 


high standard of living 


so, on every list of prouwincial dailies 


The Birmingham Post 


should always come FIRST! 


a 
¥ ee 
i ; 3) . — + vg) 4 { 
ie a A . ns | : a & A a a pe 
" 4 jee eS 
te att iii ee ay Hh. eos 
at won £ i ; ae A ,~— : mi 
a NE i ee | 
- a \\a OA a a : 
co | SA E : Wr wa" gd! 4.8 ~ s 
3 , * : a ae ras of ee aa + e ey 
7 On hoe) tee che i | 
r xa aoa , cue SE ns y 7 
° 8 6, ee a ae 
lew SWEARS iz A 83 eth) § =. ; ; rare ; 
ee Rm a —— ey a 
¥ 4 4 Sa ee <a >. va thee” . a 
4 Agee om aes r= ; r a i. 
{ lg ye un 
_ ; . # = : © on: me. oa ' 
eet: / 5 ges Le | he re . | 
Fi : + = gern a Aa ; 
| ; - Cll hs ; 
2 | , Se ze : 
a er iy ; —) a ; 
ihe 7 a, oe 123 a | 
Fas : 
te is 
a in th us | 
rs <1 ro a 
- Se 
_- pron Ket’ ES | 
aa m oO 
et 
% Se 
ee 
; ee 
— 
' ; 
ac 


Marcu 17, 1955 


649 


ADVERTISER'S WEEKLY 


THE LAYTON ANNUAL AWARDS, 1955 


THE JUDGES 


E. J. Biggs, nominated by the 
Institute of Practitioners in Ad- 
vertising ; W. A. Cathles, editor: 
of Advertiser's Weekly, Professor 
Richard Guyatt, nominated by 
the Council of Industrial Design ; 
Ashley Havinden, nominated by 
the Advertising Creative Circle 
James Holland, nominated by the 
Society of Industrial Artists ; 
T. G. Moore, past-president of the 


Newspaper Society: Wilson 
Philip, president of the Society of 
Typographic Designers; Mrs. 


Beatrice Warde, nominated by the 


Monotype Corporation Ltd.; 
W. W. Weal, editor of World's 
Press News Honorary secretar\s 


to the panel 


P. H. Knight. 


LAYTON TROPHY Daks 
Agent: W. S. Crawford Ltd. 
Group A. ist: Canada Dry 
Ginger Ale: agent Dolan 
Davis Whitcombe & Stewart 
Ltd. 2nd: Gale's Lemon Curd; 
agent: J. Walter Thompson Co. 

Ltd. 3rd: Horlicks; agent: J. 
Walter Thompson Co. Ltd. 
Group B.-\st: Daks Sports 
Trousers; agent: W. S. Craw- 
ford Ltd. 2nd: Wedgwood 
China; agent: Colman, Prentis 


a 


‘ - ‘ ewe ee 
’ ‘ _ 
’ 
« tr . 
' ole 


18-year-old photograph in Crawford's 
trophy-winning Daks advertisement 


IRST winners of the Layton Trophy are W. S. Crawiord 
Ltd. A Daks Sports Trousers advertisement which they 


produced was judged the best produced and published in this 
country in 1954, The advertisement, which appeared as a halt- 


page in “ The Times ” on July 
To Crawfords, therefore. goes 
the Trophy. to be retained for one 


year. and a certificate confirming 
the award. Daks will also receive 
a certificate 

Object of the Layton Annual 
Awards is to promote and en 


courage the growth of improved 


WINNERS OF THE AWARDS 


& Varley Ltd. 
Burton Tailors; agent: W. S. 
Crawford Lid.. and Terylene 
Synthetic Fibre: agent: Mather 
& Crowther Ltd. 

Group C.—'ist 
Cream; agent 
cam  L4d. 
Tissues; agent 


3rd. Equal 


Nulon Hand 
Young & Rubi- 
2nd Kleenex 
Foote, Cone & 
Belding Ltd. ird: Knight's 
Castile Toilet Soap; agent 
London Press Exchange Ltd. 
Group D.--Ist- Oldham Bat- 


14, is reproduced above. 

press advertising techniques 
Main consideration of the panel 
was directed to the 
graphic arts employed by adver 
t and advertising agents and 
their relationship to the subjects 
advertised 


The judges, in 


of udges 


tisers 


addition to 


teries; agent. McCann-Erickson 
Advertising Lid. 2nd: Hawker 
Siddeley Group; agent: Dolan 
Davis Whitcombe & Stewart 
Ltd. rd: Prestige Food Mixer: 
agent: Charles Barker & Sons. 
Group E.—I\st: British tron & 
Steel Federation: agent: S. H. 
Benson Lid. 2nd: Fison’s Fer- 
tilizer; agent Mather & 
Crowther Ltd. ‘rd. Negretti & 
Zambra_ (instruments); agen! 
Samson Clark & Co. Ltd. 


Illustrations of the prize winning 
advertisements appear on the next 
seven pages 


nominating the 
Layton Trophy 


winner of the 
also indicated the 


best advertisements in five 
jalised groups These also 

will be awarded trophies 

The groups were: Group A: 
food, drink, tobacco, chocolates 
and confectionery, Group B: 
textiles, clothing, furnishings and 
store advertisements etc 
Group C: detergents, soaps, cos 
metics and toilet articles gener 
ally ; Group D: vehicles, includ 
ing accessories, and houschold 
appliances, etc., and Group ft 
institutional and prestige adver 
tising 

The Daks advertisement which 
won the award for W. S. Craw 
ford Ltd. is one of the series 
which Crawfords first began to 


produce in 1935 when Daks were 
launched The actual photograph 
used in the trophy-winning half 
page was taken in 1937 
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‘So off he goes in a huff...’ 


Layton Awards 


GROUP A 


(Food, drink, tobacco, chocolates and gage. te} eu lén out Ge why and pen ge 
7 ee ee 
confectionery) 


WINNER 
Canada Dry Ginger Ale 
1GENT 
Dolan, Davis, Whitcombe & Stewart Ltd 


SECOND 
Gale's Lemon Curd 
AGENT 
The J. Walter Thompson Co. Ltd 


‘Tops for a 
party tea 


WwW AT CAST you can cwey dehowes | cee seal wer 


all the freed wengy teete tha Mowher . wed ho he be 


withow af) the fuss seat heather of ariing | 


New you can buy Gele's Lammen Curt fk) the mow 


delciows img Vou ve ever coten ) Cicer ted SS 


mull fove its fresh Tana Cf > renga di 
PES SAYS eggeme gab op! Lowe w wor yoru ve VA i USK LAKGL AGUA VIO saree ne 
prawse for your meeresung mee: 4 : ext j 


——) 


+ i 

ali 

Fo vs 7 

; ae 

} ae es a te 

ba Pa 

7 fi . 

a P 

ic. eS sea a Sunday 

é Ow — Oo Cys 

“a — —_ J 
wn —r = Fg 
> Fe i f Be eal 
7 i “ge. . Pe =ma« ; 
< " A en difference > » 

7 , = za _ 

Ps ood. as Boececes sa 2 

e ee | 

— aa ‘emo! JF oe SS | 

sats 3 Cc u RO “ ae a é , . 

4 we Oe Be = s¢f i 

§ . = -_ afi ii 

q made a "tee Ss eae 

‘ — 

és a / ? v@ BE Ter - poms + an ramet 

- a. GALE’S LEMON CURD —. > 


“| don't know how 


she keeps it up!” 


ULSTIONS they never tire of asking . . . the eager, 
8) enquiring faces chat reflect their thoughts as 
and limbs that never 
want to rest. These are some of the things that 


swritly as a Changing sky . . 


children ail over the world have in common 


Layton Awards 


PHIRD 
Horlicks 
{GENT 


The J. Walter Thompson Co. Ltd 


GROUP B 


(Textiles tas? ns en § and commen 


clothing, boots ar shoes, store ad St- 


nents. furnishings, ct ) 


SECOND 
Wedgwood C! 


{GENT 


* Winner of Group B, Daks Sports Trousers, 
won the Layton Trophy. The advertisement 
is illustrated on page 649. 
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Even at bedtune it is Mummy, why oust | goto bed?" 
And once again we wonder whether there's ever a 
moment when a child's reserves of energy run out. 

Doctors assure us that there is such a moment 
Some of us have probably seen « happen ourseives 
instead of the usual happy faces, we have novced 
pouting lips and cross words... . children for whom 
lite was no longer the glad and friendly thing it 
ought to be 

lt only makes things worse to tel) them they've 
been “overdoing it.” You can't really expect 
chiktren to know when they're doing more than 
their tough litle bodies can stand. But you can give 
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them Hortichs, and allow Horlicks to replace 
every single mght, mvuch of the energy they've spent 
that day 

Because Horlicks is partially pre-digested, it 
passes rapidly into a child's bloodstream. There, 
through the night, @ builds up the child's natural 
reserves of health and strength and vitality, ready 
for al! the romping of the coming day 

A hot cup of Horlicks at bedtime can help to spare 
your children from the danger of overtaxing their 
reserves of strength So why aot start them on 


Horlicks tonight? 
HORLICKS 


JOSIAH WEDGWOOD 
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Layton Awards 


; a GROUP B 


THIRD EQUAL 


Burton Tailors 


7 
AGENT 
7 WS. Crawford Ltd 


hendle and drape 


4 
| 
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At times 


like this... 


BURTON 


tailoring ! 


THIRD EQUAI 

Terylene Synthetic Fibre 
AGENT 

Mather & Crowther Lid 
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Layton Awards 


GROUP C 
(Household and toilet soaps, detergents, 


cosmetics, perfumery and toilet articles 
generally) 


WINNER 


Nulon Hand Cream 


AGENT 
Young & Rubicam Ltd 


Picture of a lady devine her hands! 


Rn 
SECOND 
Kleenex Tissues bY 
4GENT / 


Foote, Cone & Belding Lid 
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& REVEAL your natural loveliness 


--- WITH KNIGHT'S CASTILE 
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Layton Awards 


GROUP C 
THIRD 


Knight's Castile Totlet Soap 


{GENT 


London Press Exchange Ltd 


THE DAY 
MY MOTOR 
DIED 
at 
DAWN 


GROUP D 


(Vehicles of all types, including acroplanes 
petrol, oil, tyres, mechanical household 
appliances, etc.) 


- : WINNER 
an Oldham Batteries 


{GENT 
Vict n-Evickson Advertising Ltd 
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SECOND 
Hawker Siddeley Group 
Layton Awards AGENT 


Dolan Davis Whitcombe & Stewart Ltd 


THIRD 
Prestige Food Mixer 


{GENT 
Charles Barker & Sous Lid 


GROUP E 

(Institutional and prestige ad 
vertising covering banking 
insurance, travel and ad 
vertising of any form of goods 
or service, etc., not included 
or designated in the other 
groups) 


: Steel across the world 
q WINNER s 
> British lron& Steel Federation . 
. - <% L 
; AGENT . , mw 
SH. Benson Lid nuset a © aued © ors ne @ 


Briuwh sted leads the world 
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A sample 


with calec backing 


ic a winner | 


| % YOUR PRODUCT is suitable, the surest way 
to increase sales is by sampling. We can state 
quite categorically that the increase in sales 
obtained by this method far exceeds those 
arising from any other form of advertising. It is 
easy to understand why sampling is so successful. 
Advertising usually takes the form of trying to 
persuade people to try your product once and, 
if they like it, to continue buying it. Giving them 
a sample to try is a direct and simple way of 
doing this. 


We have many clients who sample their pro- 


ducts. In every case they report very substantial 
increases in sales. 


The formula for successful sampling is simple: 

1. The product must be good. 

2. The size of the sample must be adequate. 

3. The area in which sampling occurs must 
possess a reasonable percentage of retail 
distribution. 

4. It is advisable that the advertiser's sales force 
make a sales drive on the arex before sampling 
takes place. 

The distribution of samples can be carried out 
quite cheaply by our nationwide distribution 
service in any town of the country. Small 
samples are delivered through the letterbox; 
large samples can be handed over to house- 
holders personally. 


If you are interested in sampling, consult 


Circular Distributors Limited 


GLENISLAND, MAIDENHEAD BERKSHIRE. PHONE: MAIDENHEAD 1120 
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‘The advertising plan should not 


aim to please the advertiser’ 


WE designers and writers 

are looked upon pretty 
widely (certainly by ourselves) 
aS being the elite of advertis- 
ing. Many of us (secretly or 
not so secretly) feel that life 
has cheated us. Cheated us by 
applying to us unfair economic 
pressures—bigger than any 
man can reasonably be ex- 
pected to resist—in the shape 
of regular wage packets from 


sordid commercial sources. 
We would really rather be 
engaged in art for art's or 


writing for writing’s sake. We 
have sold our souls. We have 
sullied our pure crystal 
streams 

I would be the last to deny 
that the creative work of design- 
ing and writing can be hard, and 
im certainly not suggesting that 
the amounts in the packets 


pay 


This challenging article has been based upon a stimulating address 

recently given by T. WADDICOR, managing director of T. Booth 

Waddicor and Partners, Ltd., to a joint meeting of the Incor- 

porated Advertising Managers’ Association and their quests the 
Creative Circle. 


are larger than can be justified 
in terms of the skilled services 
provided. But, nevertheless, it is 
my considered opinion that the 
functions of the copywriter and 
designer in advertising are over- 
stressed in their relative import 
ance. I am not saying these jobs 
are anything but very important, 
but just that surveying the whole 
process, I believe the creative 
people get more than their fair 
ration of esteem—if that is the 
right word. 

I think it can be proved that 
this disproportion is at the very 
roots of most of those problems 
of technical co-operation. It is 
also the root cause of so much 
advertising that is dull as ditch 
water and twice as stagnant. The 


and, of course, of all manner 
of printed matter for 
point-of-sale, trade exhibition 
and direct-mail advertising 


21t PICCADILLY, LONDON W.i 


copywriters and de ‘rs are not 


entirely to blame this. The 
principal blame |! industry, 
the advertiser | ind with 
the advertising m ers 

The advertiser $s with an 
honoured ancient sim. He 
never questions it . its logic, 
or its wisdom | “He who 
pays the piper h right to 
call the tune.” M dvertising 
appropriations, in ew, could 
go twice as far effect if 
the advertiser maintain 
that right—but never use 
if. 

From the 12 g words of 
that maxim sprit e adver- 
tiser’s firm cony that the 
proper criterion xd adver- 
tising campaign it should 


please those who | » foot the 


bill. The more he to choose 
from, the more lik is to be 
pleased. That is w > creative 
chaps who turn out impaigns 
in the agencies are to appear 
so desperately im t in the 
scheme of things idvertiser 
is not looking fo: i policies 
he is looking ght ideas 
that he likes with t! ging fear 
that the agency alw »ps short 
of the one he wor illy like 
Value for money 
So he likes plent nd when 
he sees that the pip< as fallen 
to the’ ground, nt and 
exhausted, he knows he has 
almost had value for money. 
That fundamental idea is 


sheer nonsense in its applica- 
tion to advertising. The adver- 
tiser is in fact the very last 
person a campaign should be 
planned to please. He is quite 
untypical of the people who 
have to be reached and per- 
suaded. I find that the adver- 
tiser often believes in the pro- 
duct already, and is already 
intensely interested in it. The 
people to be reached by the 
advertising usually do not, and 
are not. 

There is no greater single cause 
of bad or indifferent advertising 
than the supposed sacrosanctity 
of the judgment of the advertiser 
It prostitutes thought. It inhibits 
clear judgment 

But there are even bigger diffi- 
culties than that of gaining 
approval for the wording or 


designs of an advertising cam- 
paign. One is in getting adver- 
tisers to recognise, objectively, 
the weak points of their products, 
their marketing or service arrange- 
ments, or in the integration of 
their selling effort, or even the 
importance of a polite attitude to 
the customer. 

More difficult than that 
persuade the advertiser, in the 
first place, that he may benefit 
by allowing the agent full access 
to the facts which would enable 
him to point to any defects. But 
the biggest difficulty of all is the 
advertiser's belief in his own self- 


is to 


sufficiency—“You mind your 
own husiness, and Til mind 
mine.” 


Spearhead of movement 


If he works for a company 
which would well qualify to be 
called a subsidiary of the gods, 
he will be tempted to form the 
spearhead of a movement to 
please and appease the gods—for 
is he not paid to do just that? 

Some definitely think so, and 
they are as they are, and get what 
they get. There are others, how 
ever, who have seen, and still 
others who are beginning to see, 
that advertising needs to be 
planned, integrated and deployed 
as one part of the total selling 


effort—-with the creative side of 
advertising merely another 
specialised part of the same 


effort. In the same kind of way 
that the chiefs of staff plan and 
execute the policies and strategies 
of war. All specialists, and al! 
contributing to the pool of know 
ledge and resources—but trusting 
to the expert’s individual judg 
ment and actions in his own field 
when the battle begrns. 

When more advertisers 
more advertising managers 
begin to look to their agencies as 
teams qualified to participate in 
the shaping of the entire selling 
effort, and less as mere purveyors 
of bright ideas ; when they begin 
to judge the quality of an agent 
not on the number of alternative 
campaigns he puts forward in 
how short a time, but by the 
soundness of his arguments and 
his own personal conviction about 
the worth of just one, advertis- 
ing will have moved one ver) 
significamt step forward towards 
becoming a profession. 

The respect it could gain from 
that would be of benefit to crea 
tive people and advertising man 
agers alike—not to mention the 
businesses and products they are 
both intended to be serving 


and 
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WIN 


SILK SCREEN PRINTING 


CHAMPIONSHIP 


AND OTHER 


PREMIER AWARDS 


in this year’s Competitions organised 
by the Display Producers & Screen Printers 
Association—proot once again of the superb 
quality and technica! merit of our work. 


THIS YEAR’S SUCCESSES 


H ishford Down receives the THE RIDOL r¢ UP 

ioe Cin, Ee Teeter award The CHAMPIONSHIP award 
for best example of Silk Screen 
Printing 


Display 


= 


on - 
; aed 
; ’ 


~ 


THE HOLSTIUS CUP 
FIRST PRIZE for large screen 
printed displays 


THE SAVILLE AWARD 
FIRST PRIZE Silver Cup and 
cheque for 20 guineas 
also 
SECOND PRIZE both for 


quantity Cardboard Sales 
Aids 


THE DANE TROPHY CLASS 
SECOND PRIZE for mecha- 
nised Silk Screen Printing 


THE CELLON AWARD CLASS 
THIRD PRIZE for Transfers 


Pamela Down receives 
the Saville Cup 


Charles Hanson, Technical Manager, 
receives the Holstius Cup 


DISPLAY GRAFT LIMITED **™ cca. en 


THE FULLY-MECHANISED DISPLAY PRODUCERS AND SILK SCREEN PRINTERS 
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Legal Queries Answered 


Marcu 17, 1955 


How to avoid waste of time and 


effort on advertising appeals 


ABISING out of the publica- 
tion in ADVERTISER’S 
Week ty of the figures showing 
the total number of appeals 
made to the Minister of Hous- 
ing and Local Government, by 
the outdoor advertising indus- 
try, during 1954, I have been 
asked if I could give some help 
both to contractors and direct 
advertisers on how to avoid the 
vast amount of time and labour 
involved in making _ these 
ippeals, with all their observa- 
tions and counter-observations, 
preparation of documents and 
so on 
The direct answer is that it is 
extremely difficult to give such 
help, as no two cases of appeal 
are absolutely identical, and the 
Ministry seem to vary their rea 
sons from time to time, Never- 
theless, in appeals to the courts, 
the ordinary administration 
f the law (where, of course, it is 
just as true that no two cases are 


By OUR LEGAL CORRESPONDENT 


try soon tired of publishing these 
bulletins, and of the 12 available, 
only one decision affects adver- 
tising signs—and even in this 
instance, the decision seems to be 
ill-founded. 


Permission refused 


The circumstances were that 
a firm of advertising contractors 
applied to a borough council 
for permission to erect a nine 
foot by five foot pictorial 
advertisement sign for the 
benefit of a brewery company, 
on land adjoining one of the 
public houses owned by that 
company. The council refused 
permission on the ground that 
the proposed development was 
undesirable and would 
detrimental to the amenities of 
the locality. 


One notes in passing that the 


’ 
‘ 


Many appeals are made each year to the Minister of 

Housing and Local Government by advertisers. They 

entail a great deal of time and labour, much of which 

could be avoided if there was a better understanding of the 
legal position, says our correspondent. 


identical) a system has developed 
whereby the courts try to follow 
previous decisions and apply the 
same principles in subsequent 
cases 

Primarily, the responsibility for 
the large number of appeals (the 
figures for 1954 were a record) 
is with the Ministry, as thev have 
given no very clear lead either to 
the outdoor advertising industry 
or to the local planning authori- 
ties. When the Ministry began 
operations under the 1947 Act, 
their intentions were undoubtedly 
good and they started to publish 
bulletins of selected appeal deci- 
sions. 


Policy of Ministry 


By these publications, the 
avowed policy of the Ministry 
was “to draw the attention of 
authorities to decisions involving 
new questions of policy, to keep 
them informed of special issues 
which may arise in the handling 
of particular cases, and generally 
to assist authorities in dealing 
with future development applica- 
tions which involve similar prob- 
lems and considerations to those 
dealt with under appeal” 

As a matter of fact, the Minis- 


council seem to have given two 
distinct reasons for their refusal : 


@ That the proposed develop- 
ment was undesirable, and 

@That the sign would be 
detrimental to the amenities 
of the locality. 


If these purport to be different 
reasons, the first was not within 
the power of the authority. They 
could reject it for reasons of 
amenity, and if the proposal was 
undesirable for reasons. of 
amenity, they were probably 
within their powers, but if they 
meant that it was undesirable for 
reasons other than those of 
amenity, then they were going be- 
yond their powers. 

When the case went to appeal, 
however, the point was made that 
the owner of the land on which 
the advertisement was to appear, 
had not been approached, and 
that he would not in any event 
have agreed to the proposal. Ac- 
cording to the bulletin, the Minis- 
ter was advised that in these cir- 
cumstances the firm of contrac- 
tors could not be described as ap- 
plicants who were aggrieved by 
the council's decision. He dis 
missed the appeal and made an 


order requiring the advertisement 
contractors to pay the costs. 

It would seem that the Min- 
ister was badly advised, as it 
has been estabiished in the 
courts that it is not mecessary 
that the applicant should have 
the owner's permission, at the 
time he makes the application. 
If it is true that many of the 


local planning horities on 
their application ms ask for 
the name and ress of the 


owner of the sit 
insist, and they no right to 
insist, that the owrer’s permis- 
sion should fir e obtained. 
What they car t on, under 
the terms of Re ition 5(4) is 
that before the rtisement is 
displayed, the ; sion of the 
owner of the ! r other per- 


hey do not 


son entitled to gr permission, 
should be obtain 
One emphasises s point be- 


authorities 
he Minister 
nission was 


cause some plan: 
have complained 
that the owner's ; 


not first obtaine It is well 
known that loc authorities 
themselves will sign up a 


contract until ti 


al planning 
authority (very 


another de- 


partment of the : authority) 
has granted plan permission. 
Advertisements » )d amenity 


It is a point v 
be raised by 
authority, and the 
to say so. 

The second feature of the ad- 
ministration of the regulations 
is that the Minister has not 
given sufficient emphasis to the 
fact that he does not object to 
advertisements on walls, unless 
it is clearly proved that the ad- 
vertisement affects adversely 
the surrounding anicnities. 

The Minister has on manv 
occasions pronounced in favour. 


should not 
planning 
istry ought 


when the matter has gone to 
appeal, of advertisements on 
walls. In a recent decision of 
his in Kent, for stance, he 
granted consent for the con- 
tinued display of an advertise- 
ment board subject to the condi- 
tion that the highest part of the 
advertisement should be on a 
level with the top of the first 


floor windows of the building. 
The idea that some local 
planning authorities have that 
the Minister is against adver- 
tisements on walls is completely 


Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor 
our legal correspondent can 
accept any liability for the 
opinions ex 


unfounded. What he considers 
is the effect on the amenities, 
and he applies exactly the same 
rules to advertisements on walls 
as he does to advertisements 
not on walls. 

If planning authorities 
appreciated this, there would 


be fewer appeals to the 
Minister. 


Favour of contractor 


Another mistaken belief con- 
nected with advertising on walls, 
and particularly on shop walls, 
is that the Minister will uphold 
local authorities if they refuse 
to grant permission for deemed 
consent sites which they have 
challenged. The fact is that the 
Minister has on more than one 
occasion decided in favour of the 
contractor and allowed the 
deemed consent advertising to 
continue 

To sum up, the three points 
which emerge from this short 
appraisal are : 

©@ Consent of the owner of the 

land or building is not essen- 
tial at the time of the applica- 
tion, or appeal, but only 
before the actual display of 
the advertisement, when, of 
course, it is absolutely vital. 
®@ The Minister does not object 
to advertisements on walls 
unless it can be proved that 
they offend the amenities. 

® Deemed consent advertising 

on shops does not necessarily 
offend the amenities, and the 
Minister is quite prepared to 
permit it when the matter 
goes to appeal. 

A stronger lead by the 
Minister on these and other 
matters to local planning 
authorities would reduce the 
number of appeals, and save 
everybody much labour. 


* | || | 

€ eee Our Legal Correspondent, | | 
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Stuarts is a good advertising agency: 
one that doesn’t work conjuring tricks, 


but achieves results by thoroug|iness 


Perhaps you would like 


to come and see us at work ? 


and ask for the 


Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK ST LONDON WI 


Among our clients 


ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS 


LONDON ELECTRICITY BOARD,‘PYREX,’ ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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opportunities 
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Autotype 


of course 


Last year Autotype did more for the BIF than ever 
before—enlargements in all sizes, photo-murals, 
transparencies—in black-and-white and colour. 
This year we anticipate breaking all records. 
Many exhibitors who used us in "54 have already 
entrusted us with work for °55. 


Our customers are like that. They like us. 
They like our work. They like our prices and our 
(Some of our older friends have placed 
orders with us week in and week out for years). 


service 


Blow-ups and transparencies in all sizes offer a 
wealth of opportunity to make the most of an 
exhibition stand at relatively little extra cost. 
Especially when in colour. 


When you develop ideas in this direction you 
can safely leave the execution to Autotype. 


Most of the really good 
enlargements are made by 


~ Autotype 
Ask for price list and illustrated 


folder ‘Are you interested in giants ?° 


Autotype Co. Ltd., Brownlow Road, West Ealing, 
London, W.13. Ealing 2691-3 


Messages on the floor 
help to clear shelves 


More and more attention is being paid by shop designers to the 

influence the floor can have upon the volume of sales. Attractive 

tiling and coverings bearing a message can play important roles in 
advertising at the point of sale. 


HE attentx 


vertiser has 
come concentra! 


thing gxcept t! 
the actual floor 
of the counter 
and the layout! 
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of the utmost c 
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Thermoplastic 
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draughts through the floor orf 
around the skirtings. 


The tiles are damp-proof, 
there is no shrinkage, and the 
colours, being part of the tile, 
cannot wear off. Their appear- 
ance can be made to fulfil any 
requirement, and _tile-by-tile 
installation makes it possible 
to produce any desired colour 
scheme or combination, pat- 
tern-variations being limited 
only by the designer's in- 
genuity. They are ideal in 
shops and other premises 
where there is exceptional and 
continual tread. 


Not all thermoplastic tiling is 
used exclusively for new build 
ings. A large proportion is laid 
upon old floors in existing build 
ings, and often results in a happy 
blend of old and new. Compared 
with the cost of suspended board 
and joist timber floors, thermo 
plastic tiling on solid floors shows 
a considerable saving 


The Marley Tile Company 
whose output is almost half of 
the industry, supports it with 
first-class floor maintenance and 
advisory service This company 
has introduced an improved tile 
which is extra-grease-proof and 
resistant to most normal acids 
alkalis and fats. It can also be 
laid on wood floors. Another 
new line is the “cut-out” tile 
featuring special motifs, in some 
cases suitable for particular 
trades 


Message below feet 


The floor is coming more int 
the “hard selling” picture not only 
by virtue of what it can be made 
to look like in itself—but als 
by reason of what may be place 
upon it in the form of advertising 
mats This is not a new develo; 
ment ; but it is certainly one tha 
is coming into a greater emphasis 

There is, in fact, a little knowr 
“case history” background to the 
development of the rubber mat 
The starting point was a cor 
versation many\ years ag 
between two directors of Red 
fern’s Rubber Works, Ltd., an 
a waste rubber merchant A 
that time, rubber mats made 
attractive colours were n cor 
siderable demand tor shops 
cafés, restaurants, public house 
and, indeed, for any public plac 
where foot traffic was excef 
tionally heavy. The waste rubbe 
merchant felt sure that many < 
these plain rubber mats wer 
being stolen for sale as scrap lor 


@ Continued on page 664 
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ADVERTISING ON THE FLOOR —continued 


before their 
ended. 

What was needed, he said, 
was a method of identification 
that could not be obscured or 
worn away—inlaid coloured 
letters or symbols, for 
instance. 

It was at this point that Red- 
fern’s directors decided that they 
had stumbled upon a completely 


useful life was 


The incorporation of a message 
in colour into the fabric of the 
rubber mat has enabled a bold 
point of sale reminder to be 
placed under the customer's feet 


unexploited medium for point-of- 
sale advertising. Why not, they 
argued, offer to make these mats 
for big advertisers, who in turn 
would offer them as furnishings 
for retail shops selling their pro- 
ducts. 

Strangely enough, advertisers 
were at first somewhat reluctant 
to take up the idea. A tooth- 
paste manufacturer first took the 
plunge with this floor medium. 
The first order was for 1,000 
mats, and it has been repeated 
many times since in the original 
style. This and an order from a 
firm making matches got the 
advertising mat business on the 
move. 


Techniques perfected 


Other manufacturers were now 
quick to see the advantages and 
as time went on the manufactur- 
ing techniques were perfected, 
until now almost any kind, shape 
and colour of mat can be pro- 
duced in an impressive array of 
designs. The range of types of 
mats available have also been 
extended until it includes not 
only floor mats, but counter mats, 
games mats and runners. 

The development of the darts 
mat was, itself, another chance 
occurrence A comparatively 
small company came to Red- 
fern’s with a larger order for long 
mats. Inquiry revealed that they 
were intended for use in the game 
of darts which was, at the time, 


Marcu 17, 1955 


ASA 


ee 


The development of 
occurrence. They are 


the darts mat by Redfern’s was a chance 
now in great demand in pubs and clubs 


throughout the country. 


growing rapidly in popularity. 
This at once suggested that the 
standard distances laid down for 
the throw, which vary in different 
parts of the country, could be 
marked on a rubber mat so that 
play would be possible under 
competition standards anywhere. 
And, of course, how could a 
player miss being reminded of 
the advertiser's name incorpor- 
ated in the mat as he glanced 
down when he took 
stance ? 
During the last 15 years, con- 
siderable quantities of darts 


up his - 


mats have been produced and 

they are in great demand in 

pubs, and clubs throughoat 
the country. 

Advertising rubber mats are 
now big business and Redfern’s 
to-day maintain a special design 
department to prepare suitable 
designs and colour schemes for 
advertisers. In the case of the 
advertiser who takes big supplies, 
it is possible to have each 
retailer's mat delivered directly 
from the maker’s works to the 
shop, thus relieving the adver- 
tiser of distribution problems. 


ost women’s magazines are bought 


y for entertainment, the woman 


247,868 


ABC net sales 
(JULY—DECEMBER 1954) 


readers 


Stitchcraft is looking for things 
knit, to sew, to embroider, to buy. 
women consuk Srtchcraft each 
every one of them after something new 
t is why the Srirchcraft market is so 
extraordinarily receptive. In this beautifully 
| magazine a PAGE COSTS ONLY £204 


nore than 16 6 per thousand sales! 


Stitchcraft sales up again /aress ABC figures show am 
increase of almost 8, in Stitchcraft sales during 1954. 


STITCHCRAF 


ABC 
4204 page 
Stitchcraft Lid, Great West Road, Brentford, Middlesex. Tel. EALing 6283 


Net Sales 247,868 copies a month. Type area 8{° x 6° 


Manager, S. H. BOWDEN, 


Advertisement 
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. 
At home and overseas... 


The (@@ of agriculture 


will be the Fem of... 


The Agricultural Review 


First Issue June, out May 27 


The readers of THE AGRICULTURAL REVIEW will be the world’s most 
concentrated audience of big agricultural buyers —and people who influence 
agricultural buying reached by one magazine. 

Your advertisements in this new monthly periodical on world agricultural research 
and experiment will reach : 

front-rank farmers, land agents and land owners who want to know about new 
and advanced farming techniques ; Instructors at Agric ultural Colleges and Institutes, 
who teach the young farmer his job; members of the National Agricultural 
Advisory Service who help farmers with their problems; veterinary surgeons; 
scientific workers in Research Institutes and Stations all over the world; agricultural 


£ 
economists; and industrialists who supply the farmers needs, 


Full page £60 


Published monthly by Hulton Press Ltd as an associate publication of 


Britain’s most w idely read farming journal — 
THE FARMERS WEEKLY 


43-44 Shoe Lane, London, EC4 Central 7400 
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With nearly 90 years’ experience 
SMITH, DALBY-WELCH 


have proved that you can buttonhole 
most people when you... 


ADDRESS THEM PERSONALLY 


90 years’ experience in direct mail has taught us: 

“Get the recipient's full name—and you're half-way 

to getting his full attention.” 

It's a subtle form of flattery that seldom fails, for few 

people can ignore the symbols that make up 

THEIR NAME. 

Personalise your shots then, and lift therm into the 

DIRECT mail class. Use facsimile typewritten letters 

Match-in full names and addresses— Employ top 

grade mailing lists — Exploit the strength behind 

personal salutations, and see for yourself how small 

refinements like this can lead to larger responses. 

We were giving “‘ Personality to postal packets”’ in 1868 
and we've buttonholed millions of buyers since then 


for our many thousand clients. 


SMITH, DALBY-WELCH LTD 


ESTABLISHED 1868 


11-12 HALF MOON COURT, 


LONDON, E.C.1. Telephone: MON 9671 (5lines) 
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A growing market with 


rising industries 


HE recent disastrous floods 
have served, tragically, to 
compel public attention upon 
Australia. Those floods have 
hit the country a devastating 
blow not only in the sense of 
townships laid waste but also 
in the loss of top grade cattle. 
Most people are fully aware of 
the stature of Australia as a cattle 
farming country. All too few are 
alive to the fact that in recent 
years tremendous progress has 
heen made in the sphere of manu- 
facturing industries. So far as the 
advertising man is concerned this 
change in the nature of the 
Australian economy means the 
opening up of new needs not only 
for capital goods but also for a 
wide range of consumer articles 
and services 
Since pre-war years the 
population has risen spectacu- 
larly. To-day, with almost 
nine million people, the 
country has increased by more 
than 26 per cent since 1939 and 
industrialisation has gone 
forward to such an extent that 
it is now possible for an 

Australian Industries Fair to 

be staged; the “first ever” 

opens on April 21 (lasting 
through to May 14) next at 

Exhibition Building at Mel- 

bourne. 

Sponsored and organised by the 
Victorian Chamber of Manufac- 
tures (the largest and most com- 
prehensive employers’ organisa- 
tion in the southern hemisphere). 
On show will be the compiete 
range of Australian-made pro- 
ducts running all the way from 
the cheapest steel in the world to 
the wines of the nation’s vine- 
yards 

A new record level for factory 
production in Australia was 
recently achieved when the pro- 
duction rate went to nearly 50 per 


4n interior scene of a new store. 


nine miles from the centre of Sydney 


Australia 


This is the poster which has been 


desiened to advertise the forth- 
coming Australian Industries 


Fair. 


cent above the rate for the base 
year 1938-39. The high output 
was achieved by increased produc- 
tion in the metal working indus- 
tries group and in the clothing 
and textile groups. 

Stability is the outstanding 
feature of the Australian economy 
at present, according to Australia 
and New Zealand Bank Ltd., in 
a survey of business prospects 


@ Continued on page 668 


the Hurstville Supermarket, located 
The latest devices in the field 


of self service have been incorporated 
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Have you 
noted this 
media 


weakness ? 


The 1.1.P.A. readership survey shows 
that the readership of English national 
morning newspapers in Scotland is 
only 61°., as against an average of 
83°,, in England and Wales. 

The difference adds up to 1,370,000 
Scottish adults who never read an 
English national morning paper. 

Nationa! advertising needs on-the- 
spot support in Scotland. Particularly 
since prosperity is growing more 
rapidly in Scotland than in any other 
part of Great Britain. 


Advertise in the Daily Record, the 
bulk of whose 900,000 readers read 
no English national morning paper, 
for the increased coverage you need. 
Remember that by advertising only 
in the English national mornings 
you miss several hundred thousand 
Scottish readers. 
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this 
Information 
Sheet No. 1? 


The Daily Record is the largest circulating, 
completely Scottish national morning paper. 
It is read by a total of 900,000 people 
every day, from all sections of the Scottish 
community, its circulation being spread over 
* the whole country. Note the Daily Record’s 
coverage of the richest Scottish markets : 


Have you seen 


Teue Poyula- House- Sale c le 
tion holds of D.R. of House- 
holds 

Glasgow 1.089.555 302,300 | 149 sO 049.4 
Pansiley 93.704 26,800 12,200 45.5 
a. 68,137) 19,300! 14,509 75.1 
Ayr 43.001 11,900 4.760 "wy 
Dunferm! me 44,710 12,600 . $70) 452 
Kirkcaldy 49.037 15,000 5.280 9.2 
Kilmarnock 42,120 12.400 7600 61.2 
Fathirk 37,528 10,700 9.100 85.0 


Among the important counties in Scotland, the 
Daily Record has particularly high coverage. It 
reaches, for instance, more than 30°, of house- 
holds throughout 
ARGYLLSHIRE (pop. 63,270). A county 
which typifies the growing economic strength 
of Scotland. Agriculture and light industry 
prosper side by side. Farm and factory 
workers enjoy high wages ; are good customers 
for an ever-growing range of consumer goods 
LANARKSHIRE (pop. 1,614,125). A centre 
of Scottish, both light and heavy, industry 
Established plant ts working to capacity 
More and more new plant is going up. One 
example ts the £20 million steel project of 
Colvilles at Motherwell a works 
covering one square mile 
AYRSHIRE (pop. 321,184) is 
agricultural and industrial county. Here, 
development again is the key word. At 
Kilmarnock, Massey-Harris are extending 
their agricultural machinery manufacturing 
capacity to 600,000 sq. ft. And Glenfield and 
Kennedy are crecting a new brass foundry 


Stee! 


another 


Full Colour — a unique service +~— 
The Daily Record ts the only daily news- 
paper in Great Britain offering full colour | 
advertising. Full colour, brilliantly re- 
produced in the Daily Record, means | 


maximum impact 


If you have not already done so, 
cut this sheet out and file it with 
your Daily Record rate card. 


.* 
Daily 
KEMSLEY HOUSE 
LONDON 


Record 


KEMSLEY HOUSE 
GLASGOW 
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US 
Citrus 
Queen 

for UK 


visit 


CHEDULED to arrive in this 
country to-morrow (Friday) is 


Sally Ardrey the recently elected 


“Florida Citrus Queen” for this 
year. In the above photograph 
she is seen in her robes with 


members of her “court 
The “Florida Citrus Queen” is 


elected each year in a contest 
organised by the state's citrus 
interests and her function is to 
help advertise the fresh and pro- 
cessed fruit by personal appear- 


ances and in radio and television 


shows This year xceptional 
efforts have been made to build 
up her Continental into a 
significant advertising vent on 
behalf of Florida oranges, grape- 
fruit, and concentrated citrus 
juices. Many Florida firms have 


arranged for their representatives 
in European markets 


rganise 
conferences, meetings. radio and 
television events at which the 
“queen” can appear 

The tour this yea nbraces 
Belgium, Holland, Germany, 
Sweden, Switzerland. Frince, and 
the United Kingdom 

* 7 

THe 1955 National Materials 
Handling Exposition w:\| be the 
most comprehensive e eight- 


Marcu 17, 1955 


history 
200 companies will take part 
their displays will cover a 
area of 115,000 square feet 


\cal 
than 
and 
vast 
of booth space. This will repre- 
sent a 15 per cent increase over 
the indoor exhibit space used in 
1951 when the industry last held 
its exposition in Chicago. The 
show will be held from May 16- 
20 in the new exposition hall re- 
cently completed as an addition 
to the International Amphi- 
theatre 


Accompanying conference 
In addition to the show, there 


of the show More 


will be a materials handling 
conference to permit visitors to 
supplement their inspection of 


machinery with discussions of 
case histories of materials 
handling installations in leading 
factories and warehouses. 

Attendance at the show also is 
expected to exceed previous 
records. A $100,000 advertising 
and promotion budget, the largest 
ever scheduled for a_ single- 
industry exposition, has been 
allocated to bring top manage- 
ment and production executives 
to Chicago. More than two 
million pieces of direct mail will 
be distributed 


FOCUS ON AUSTRALIA—continued 


The bank states that mugh a 
great deal depends on overseas 
carnings during the con export 
scason, especially on the jevel at 
which wool prices settle. (he basic 


indications suggest that the 
economy will remain stat 

An indication of the retail 
situation in Australia at the pre- 
sent time can be gathered from 
the fact that Myer Emporium 
Ltd., proprietors of Australia’s 


largest department § siore in 
Melbourne, had a sales turnover 
of £A37,500,000 during the past 
year. Subsidiaries cont stores 
in Adelaide, South Australia, and 
in the Victorian country cities of 
Geelong and Ballarat. The chair 
man, Norman Myer, has stated 
that the advance in rangc. styling 


and character of local production 
during the past few vears had 


been outstanding. 

Since the war the company has 
spent £A2 million on building 
and modernisation of fixtures 

In the field of car manufacturing 
it is worth mentioning that Alec 
S. Dick, managing director of the 
Standard Motor Company, 
recently arrived in Melbourne for 
an imspection tour that is 
expected to lead to further 
developments of Standard motor 
products in Australia. 

The Standard motor plant at 
Fisherman's Bend, Meibourne, 
will be inspected by Mr. Dick 
Work has just been completed on 
a new building to house the plant 
for production of motor engines 
in a few months’ time Australia 
has taken more than 70,000 Stan- 
dard and Triumph cars in the last 
SIX Vears 
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DIVIDED BY A MILLION 


ray 
| here are three kinds of lie, declared some sage: 
lies, damned lies, and statistics. 

However, even though statistics sometimes con- 
tradict each other, advertisers have to use them. 
For example, a lot of advertisers were interested to 
note that The Reader’s Digest now guarantees a 
million circulation, a figure nobody can dispute 
or ignore. But there is more to choosing media than 
counting heads—even a million of them. Adver- 
tisers are vitally concerned with what goes on in 
those heads, and what istheir common denominator. 

For any paper or magazine has already done a 
selection job for the advertiser —it has sold itself 
to people who have a common denominator which 
makes them choose it. 

The common denominator of the several million 
men and women who read The Reader's Digest is 
that they read. The Reader's Digest is written to 


be read, bought to be read, passed on to others 


to be read. Digest readers are the kind of people 
who influence others — and they're well above the 
national average in spending power. For adver- 
tisers who think their advertisements deserve to 
be read and thought about, not glanced at and for- 
gotten, The Reader's | )\vest offers one of the most 


important media in the land. 


COLOUR? certamy: 


Any second colour you want at only £25 extra per 
page—#£15 extra for half a page. And full colour 
printing on The Reader's Digest heat-set rotary press 
costs only 20°/, more than black and white. 


BLEED? or course: 


Both pages and ha/f pages can bleed: 40°/, more 
space at only 10°/, more cost. 


TILA HTTP bade Naat PPrMnrUn MU i leu TCR 


Digest 


A MAGAZINE FOR READERS, WITH A GUARANTEED MILLIO?S 


SALE 
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Show your advertisement to the shopper 
just as she is about to spend her money. 
Hundreds of free point-of-sale sites 

are available to you—gladly given 

by retailers because Redfern Advertising 
Rubber Mats are welcomed as part 

of the shop furnishings. Colourful, 
permanent, and hardwearing, these mats 
can incorporate any trade name, mark, 
or slogan in a wide variety of colours. 
You can be certain that they will be 
kept in use—acting as last-minute reminders, 
day in and day out! 


REDFERWN 


ADVERTISING 
RUBBER MATS 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


ie Write for illustrated folder with details of 
this permanent point-of-sale advertising medium. 
It gives examples in full colour of Rubber Adver- 
tising Mats used by some of the most famous 
national advertisers in the country, 


Redfern’s Rubber Works Ltd - National Advertisers’ Division 
Hyde - Cheshire 


TP .an 
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Bird’s eye scene presents 


full view of surfaces 


NOVEL method of pre- 
sentation is being used by 

Thomas De La Rue on their 
Formica stand at the Ideal 
Home Exhibition, Olympia. 

Part of the stand is fitted out 
as a lounge and kitchen, but these 
rooms are so nged_ that 
visitors get a bird’s eye view of 
the rooms, literally through the 
ceilings. Various s of furni- 
ture and a gas cooker apparently 
defy the laws of gravity by being 
fixed to the walls of the stand- 
representing the floors of the 
rooms 

The object of this plan view of 
the rooms is, by bringing into full 
face, to emphasise the colourful, 
durable, easy-to-clean. surfaces, 
all of which have been veneered 
with Formica laminated plastic 
For example, in the kitchen there 
are fixed units with red “Soft- 
glow” working tops and half 
panelling to the wa in grey 
“Linette.” De La R “Plasvic” 
tiles in black and white mottle on 
the floor contrast with the com- 
pany’s colour gas cooker 


' Specially designed furniture 


In the lounge Fo i is used 
as a veneer un all su es on the 
specially designed furniture. The 
top doors and sides of the side- 
board are veneered with light 
mahogany “Luxwood as also 
are the attractive top and 
both trays of the trolley 
Ivory “Softglow™ is used as a 
surface to the mar velf, the 
front of the fireplace. and the 
shelves and top of | vokcases 
on either side maki: a con- 
tinuous fitment across one wall 
of the room 

A hatch fitted in one 
ing to the kichen is 
Formica and this mate 
the television set 


ill lead- 
ed with 
encases 


stand is fitted as a 
but one sees it as from 
the ceiling. 


Part of the 
lounee 


The “Do-it-yourself” applica- 
tion of Formica panels to old 
tables is rapidly spreading and 
there are regular demonstrations 
on another section of the stand 
of the fitting of a Formica panel 
to an existing surface. Photo- 
graphs illustrate the operation 
stage by stage. Three 20-minute 
sessions have been taken by the 
company each day in the “Do-it- 
yourself” theatre at the exhibition 
to demonstrate a Formica panel 
being bonded to an old table with 
De La Rue domestic adhesive. 

Technical and sales inquiries 
are being dealt with at a sales 
counter, and eight = specially 
trained women are aiding De La 
Rue’s technical experts. Formica 
is not being sold on the stand but 
the full pattern range, including 
new colours and artwork designs, 
is displayed. 


bebe ge ae ES lie 4 eh a en | 
AAS vine vorfaces wm tho > ham awe been veneered wich FORMICA Laminated Plastic, 
Une most by qrerec labour saving ond beautiful surface for YOUR kitchen, whether large or small. 


The kitchen as a bird, or a fiy, might see it 


All the units are 


surfaced with “Softglow” Formica plastic. 
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A SURVEY OF SELLING OPPORTUNITIES 
AND MEDIA FAGILITIES 


: | 
— SSS S—S—S—SSShBSSSS_ ——— ; 
——$_ ——— 
ee eee = 
SS ——— CU ———_$ 
i — 
—————S—SHHLL__E_E_E_ESzZyER eee __— 
——— —— a eee EE eee 
eee — 
Nene eee A A TS | 
eae ee 
SS SSSSSSSSSSSS== —— ——— 
oo ae — 
————————SS——SSpSpPEFIHaBpSSSSELZ_Z__zSSSSS — 
; SS —————— ESS : ——— : 
ee  ooso—_.-_-—T—_zTths#Aé?VW-'”™---—”"-...’-”X. eee ee 
——— s——————eeEeEeEeEeEeEeE—E—Eeeeeee ——— a — 
~ . . ‘ S47 Se : 
7 * ‘ae’, 4 . 
: iy 
w hicn ; ‘ a . 
“Wap . shi ‘ ¥ > sa 
ih a , _* Fe. x ‘ Sash 4 1s Aad 4 f % 
th Re ee , i 
oS a oY © ee Phy? %%) ye: a 
> ; eyo mo: Aa 1 ey ay 24a 2 —  - J wae 
aa : . ae 5  «. , & Ms a er ~ 7 _ my > €, 
- “te, “is ‘“-A . > 4 % 
i i ie = . _ 
: -.. =a “ am 2. 
+ ey of Biss. pi . 9 pare _ 
"ae P34 +e ‘ oe *) 4 ‘ . 7 fi 
ms |e TS : a 
a. P 4 r= ‘ a "VS . — 4 
) , yo L 
ve ee pe" pnb " ow ity ; . t 
ae! ll et mY 
. ss | ' o 4 
ter wee yet |  ° | 
tee vf a4 - re ar >) og % 
Cote . ’ HUDE _ > « "@? 
_ , + 5 <n 
see . ] ie a —_~. . 
# A . . 7 - . ‘ 
. - see eu. ; - a —_ + . ss wl fg 
x ‘a! "— F b s - - id 4 = = -” i. 
me, “pao te: cc —, te 
; x 5 . . z ' - ae oPUR ‘ ee we 
aS : a tl a we dl d : - = ‘ as om 4 
«it? “ae “7 ? s t 5 i Le BR 1 me ee . 
te tf + quit ae MAE 
La, ; % ; t 1 f ae * i, - ~. a 
. tos - “™ , : ‘ mee oe - y . - 
’ _ & : = a : fs ¥ ‘ 
3 « 3 : Pp Sie G43 ir 
*, 3 " = Bi acl , ‘<> : 7 P . . x 
< Y “a "mq * i eS “3 — 
363 “YORKSHIRE POST PHOTOGRAPH #2, — 
‘ , . ' ; 


ADVERTISER'S WEEKLY 672 Marcu 17, 1955 


Cultivating the Broad Acres 


EED well sown in the good earth of Yorkshire brings a 
bounteous harvest. 


In the sphere of advertising there is a close parallel. 


e t= > 


~/ Ses 


Sow and reap where so many have successfully 


- 


sown and reaped. Include in the schedule— 


THE YORKSHIRE POST 


ae and 


THE YORKSHIRE EVENING POST 


. THE YORKSHIRE CONSERVATIVE NEWSPAPER CO, LTD, P.O. BOX No. 168, LEEDS 1. 
LONDON OFFICE: 17%, FLEET STREET, E.C4 DONCASTER OFFICE: SCOT LANE. 
MANCHESTER OFFICE: 5, CROSS STREET BRADFORD OFFICE: BROADWAY HOUSE. 
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‘Advertiser’s Weekly’ Special 


Investigation Team survey— 


ADVERTISER'S WEEKLY 


A powerful market of more than 4:6 
million who earn and spend well 


Woollen textiles are synonymous with Yorkshire, and important new developments have taken place during 

recent years. There are signs that the United Kingdom has recovered her place as the world’s largest user of wool. 

Additionally, great changes have taken place in the iron and steel industry: nationally, plans are in hand for 

further large scale development and expansion and manyprojects are under way in Yorkshire. Moreover, this large 
county (one-tenth of England) represents one of the nation’s most varied farming areas. 


CCUPYING as it does an 
area one-tenth that of 
England and with a population 
exceeding 4,600,000 persons, 
Yorkshire is too big a market- 
ing proposition to be in any 
adequate way considered as a 
single entity. 

The English Standard Regions 
as identified in the 1951 Census 
Reports includes the East and 
West Ridings as a _ separate 
region, with the North Riding 
grouped as a part of the Northern 
Region. North Yorkshire is, in 
fact, a part of Tees-side, with 
Middlesbrough, famous for its 
iron and steel industry, to which 
has been more recently added 
chemicals and other light indus- 
tries, as its main urban centre. 
The East Riding, smallest of the 
three areas in terms of population 
and acreage, has two-thirds of its 
inhabitants in the city of Hull and 
district, one of the busiest ports 
in the country and third largest 
city of Yorkshire. 

Consideration of the West 
Riding region immediately 
focuses attention on the great 
mass market represented by the 
West Yorkshire conurbation, with 
its population, close on 1,700,000, 
representing 37 per cent of York- 
shire as a whole. This area is 
closely linked with the produc- 
tion of woollen goods, and asso- 
ciated industries such as textile 
machinery and the manufacture 
of dyes and bleaches for use in 
treating the wool. Leeds, in par- 
ticular, is famous for its clothing 
manufacture. 


Steel and engineering 


Further south, the heavier steel 
and engineering works are con- 
centrated between Sheffield and 
Rotherham, with cutlery to the 
fore in the area to the south and 
west of Sheffield. South also of 
the textile area is the great York- 
shire coalfield. 


Woollen textiles are synony- 
mous with Yorkshire, despite its 
great diversity of industries, and 
it is to recent developments in 
this aspect of Yorkshire's 
economy that we should first turn 
our attention 


Wool Textile Industry Productive Workers (estimated) 


Worsted Wooll 


Combing 


_ Spinning Weaving Spinning 
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September 
September 
September 
September 
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The 1954 record of the industry 
appears at first sight to be less 
impressive than that of 1953, but 
it should be remembered that the 
latter year was one in which 
recovery from the lower levels of 
1951 and 1952 was taking place. 
Provisional figures show that in 
1954 wool consumption in the 
United Kingdom was running at 
a monthly average rate of about 
39.5 million Ib. (clean weight), 
approximately five per cent below 


the 41.4 million Ib 
average for 1953 Toy 
tion also was Slightly b« 
1953 level, but worst 
deliveries in the latter 
the year were slightly 
1953 

The decline in wool 
tion appears to have fa 
in the woollen section 
output was slightly 
level of the previous yc 
ever, production of wo 


Reports from Sheffield, which produces about one-half of the total 

value of Britain's steel, indicate that on the basis of orders in hand 

the outlook seems brighter than during the past two or three years. 

This scene was shot by Adolf Morath for the British Iron and Steel 
Federation. 


and rugs, with a monthly average 
of 3.6 million square yards during 
the nine months ended August 
1954, is above the level for the 
samre period of 1952-53 


When wool consumption 
figures are considered in rela- 
tion to world trends, it appears 
from reports available that the 
fall of five per cent in this 
country in 1954 is considerably 
below the decline in other 
manufacturing countries, and 
for the first time since pre-war, 
if the trend for the first half of 
1954 has continued throughout 
the year, the UK has recovered 
her place as the world’s largest 
user of wool. 

Viewed in this light, the experi 
ences of 1954, while affording no 
ground for complacency, at least 
are reassuring. Competition, for 
foreign markets is increasing, and 
both Germany and France, the 
former especially, are pushing 
ahead with their export trade 
The wool textile industry is the 
sixth largest exporting trade and 
one of the largest dollar earners ; 
at present it is becoming increas 
ingly restricted by the proposed 
higher duties which other coun 
tries wish to impose on its pro 
ducts. It is indeed paradoxical 
that the increase in efficiency 
throughout the industry which 
has led to the requests by foreign 
manufacturers for higher duties 
to protect their own industries 
should be the cause of a major 
problem. 

However, given the 
foreign markets, the prospects 
in the coming year are good 
Figures in the table above reflect 
the pattern of employment in the 
wool textile industry during 
the past few years 


Employment 


EPORTS from most sec- 
tions of the trade speak 

of shortages of labour and of a 
large number of notified 
vacancies, and some _ mills 
have been drawing on labour 
supplies from other parts of the 


@ Continued on page 674 
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Outlook is bright for the 


region’s iron and steel 


country in order to meet their 
requirements. 

It is also interesting to note 
(and it is a feature which ap- 
pears to have a universal appli- 
cation in this country) that 
whereas after the war workers 
were protesting that a 48-hour 
week was too long, to-day, when 
the 45-hour week is established, 
few will take on a job unless it 
carries the prospects of overtime 


Varied farming area 


Yorkshire is one of the largest 
and most varied farming areas of 
the country, and consequently its 
experiences conform closely to 
the national pattern The table 
given in this survey shows the 
changes which have taken place 
during the past year. In line with 
the remainder of the country 
there has been a reduction in 
cereal production involving an 
increase in wheat at the expense 
of other crops. In reducing tillage. 
farmers were possibly influenced 
by the difficulties of selling crops 
in 1953, and the result has been 
an rease in grassland with a 
consequent increase in stock. 

Generally speaking, in a year 
which has seen the return of the 
ron and steel industry to private 
ywnership, and also the return of 
keen competition, the iron and 
steel industry has had a very good 
year Some sections of the 
industry have had to fight harder 
for business, bul in most sections 
demand which is increasing can 
not be met because of shortages 
of skilled labour 

Reports from Sheffield, 
which produces about one-half 
of the total value of Britain's 
steel, state that on the basis of 
orders in hand the outlook 
seems brighter than at the 
same period during the past 
two or three years. 

In this respect the industry 
appears to be well placed as com- 
pared with its counterparts in 
other countries The UK is 
about the only major producing 


Changes in Farming 
AGRICULTURAL ACREAGE \ 


Tillage 

Wheat production 
Barley 

Oats 

Mixed corn 

Rye 

Potatoes 

Root crops 
Crass — permanent 


temporary 
Heap oF Livestock 
Cathe 
Sheep 
Pigs 
Poultry 


Yorkshire 


country where the steel industry 
remains fully occupied. Plans 
are in hand for large scale de- 
velopment and expansion, and in 
Yorkshire many projects are 
under way. At the United Steel 
Company's works in Stockbridge, 
near Sheffield, at the end of 1954, 
the largest electric arc steel- 
making furnace in Europe came 
into operation. At a cost, includ- 
ing ancillary equipment, of £2 
million, the plant is expected to 
increase the output of special 
steels by 1,200 ingot tons. This, 
the Samuel Fox branch, makes 
98 per. cent of the razor strip 
produced in the UK, and in 1954 
exported enough steel to provide 
shaves for 600 million Americans. 
Additionally, this works is also 
producing the first all-British 
watch spring and almost a third 
of the country’s output of alloy 
steel, 

Another works in Rotherham 
which is about the country’s larg- 
est supplier of railway materials, 
such as wheels, tyres, axles and 
springs, has become sole supplier 
to Jugoslavia, so taking the place 
formerly held by Germany 


Throughout the area the im- 
pression is of an industry which 


An automatic loom 
at work in a York- 
shire mill The 
wool textile indus- 
try is the sixth 
largest exporting 
trade and one of 
the country 

biggest dollar 

earners 


is intensely alive and prosper- 
ous, and which is continually 
seeking new ways of improving 
efficiency and increasing pro- 
duction. 


Range of machinery 


A large proportion of York- 
shire’s steel goes to feed the great 
engineering works in the country 
which make everything from 
giant marine machinery, guns 
and crankshafts to dentists’ files 
and the roverb pin-head 


There is sufficient work in hand 
to keep the industry busy for 


many months to come, but re- 
equipment of other industries plus 
increased home sales have only 
made up for falling exports in 


Rapid growth of the 
chemical industry 


HE chemical industry has 

shared fully in the expan- 
sion achieved by British 
industry in 1954, and in York- 
shire there are many examples 
of the progress which has con- 
tributed to the rapid growth in 
output since 1950. 

In the field of heavy chemicals, 
discoveries in recent years suggest 
considerable wealth in natural 
resources. A few years ago ICI 
discovered a large underground 


Production, 1953-4 


rth Riding West Riding East Riding 
8,000 — 7,000 — 
4,000 12,000 + 15,000 
4,000 2,000 3,000 
2,000 8.000 5000 
3,000 6,000 
3,000 2,000 
700 Ni Ni 
Nil Nil 
7,000 2,000 
4,500 
7,000 4,500 6,000 
17,000 9,000 + 17,500 
37,000 32,000 + 27.000 
44,000 


field of potash, and have recently 
found near Whitby supplies of 
methane (a gas with about 40 per 


cent more energy than coal gas) 
which, if existing sufficient 
quantity, will be piped to Wilton 


and Billingham 


Production of Terylene 


There is also the rapidly 
developing and expanding 
chemical area at Wilton, where it 
is anticipated the first factory for 
the full-scale production of 
Terylene will be in operation 
shortly ; considerable publicity 
has also been given to the pro 
posed production of synthetic 
rubber bases, which addition 
to catering for the tyre industry 
should also provide the material 
for the soles of shoes and other 
similar uses. 

The importance of the coal 
mining industry of Yorkshire can 
be gauged from the fact that of a 
total manpower of some 708,000 
employed, the number of miners 
in the North Eastern Region is 
about 141,000, only slightly less 
than Northumberland, Durham 
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some sections. In some instances 
in the West Riding, firms have 
experienced a decline of as much 
as 80 per cent in export trade. 

Shortage of -sterling on the 
part of some countries, intense 
competition in the United States 
and Canada from home firms, and 
a renewal of competition from 
Germany, France and Italy in 
other countries, are among the 
main reasons. Hence, with a 
barometer at present set fair, there 
are again, as in the wool industry, 
no grounds for complacency, and 
it is those engaged in metal manu- 
facture, engineering and allied 
trades that form the largest group 
of workers in the East and West 
Ridings 


and Cumberland combined. Addi- 
tionally, with a production of 
45.1 million tons in 1953, output 
was higher than in any other 
single region and more than one- 
fifth of total output in Great 
Britain. 

This review has given some in- 
dication of the prosperity and 
purchasing power of the York- 
shire market. Production is 
increasing. New ideas are being 
developed. The labour force is 
engaged in some of the most 
highly paid industries in the 
country. 

In the East and West Ridings 
the proportion of households 
with two or more earners com- 
pares favourably with the 
national average. The propor- 
tion of women in these areas in 
employment is high. This is 
particularly relevant when we 
come to consider how much of 
a man’s earnings are available 
for him to spend. 

The number of published 
vacancies in many industries far 
exceeds the labour available to 
fill them 

The effects of this expanding 
buying power can be observed in 
a number of ways. One method 
is to examine the latest figures for 
weekly values of sales by large re- 
tailers 

The weekly sales in September, 

@ Continued on page 676 
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ADVERTISING PORTRAIT GALLERY 
AN OCCASIONAL SERIES 


TOMMY BURDEN 


Managing Space Buyer 
of Masius & Fergusson Ltd. 


Tommy Burden began in advertising 
in 1927 with Paul E. Derrick 

Has been buying space since 1929, 
for the last twenty-one years 

with Maswus & Fergusson 
Recreations : walking, gardening, 


every kind of * do-it-yourself’ job 


66 
Tue RETAILER READS HIS LOCAL PAPER — and he 


knows his customers read it too. I emphasise this point be: ause it’s 


important that stockists should feel they're getting full advertising sup- 
port from the makers of the goods they sell. They're assured of this 
when they see national advertisers selling for them in their local paper 

Retailers are keener to stock and display products they see adver- 
tised in their local papers. They know that the local paper is the effective 
shopping guide for their own customers. Certainly at M & F we've 
proved — particularly with Mars Bars and Chappie products — that a 
combination of displays and intensive local press advertising has a 


marked effect on sales. 


Last year Tommy Burden bought space 
for the accounts listed on the left 


BROWN & POLSON’S CUSTARD POWDER & CORNFLOUR in Shefhield’s only neu Spapers, the 
CHAPPIE PRODUCTS DUNHILL CIGARETTES SHEFFIELD TELEGRAPH and THE S71 AR, 
s well as in other Kemsl 
KIWI POLISHES MARS BARS MOBILGAS MOBILOIL ee 7 
newspapers throughout England, 
PEPSI-COLA R.A.F. RECRUITING SMITH’S BATTERIES Scotland and Wales. 
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Yorkshire 


Man of steel 


Savings and new homes have both 


. 4 ° 4 increased by 15,410 to a total 
risen in this region At TTTATS, which ls equivalent 
to 15.9 per cent of the popula- 

tion. The amount saved 


9§ N bg * ~ » ; an. 
1954, in the North East area ness of the Yorkshireman Gevenits Gace groups che t- 


show substantial increases by During the year ended 
comparison with the previous March 31, 1954, the member- creased by £854,000 to a total 
year for non-food merchandise ship of the 15,886 National  ° £9.6 million for the year. 
and for all merchandise. Savings Savings Groups in Yorkshire In o¥ of emf o ment there 
too, are indicative of the regional roe 6,2. Y groups bats " total of 
prosperity and the hard-headed €AST atomea 19.992 eager ty and savings fe- 
(AC with Associated CB) corded for 1953-54 exceeded £8 
MORTH MOMG et ee million—a rise of £788,000—over 
(AE with Agsocsated CB) 10 per cent—during the year. 
« A a 
td _ Changes in distribution 
%- 
Not only have the number of 
to - dwellings in the Ridings steadily 
». increased, but extensive changes 
a | in the size distribution of these 
Ghia Mee eigee dwellings have accon:panied their 
aa awe  % expansion in numbers These 
50 &6 wens changes are illustrated in the : 
accompanying char hich have 4 Study of a Yorkshire steel 
“- been compiled f: figures Worker by Adolf Morath. A 
4 extracted from ti County hg stn gpg of “pal ames 
ae egal Report (Census 195 r the East inis region goes to feed the great 
2 t.. a and North Ridings lished by ¢”gineering works of the United 
+3 wen | HM Stationery Offic 54 Kingdom. There is no present 
» Another indicat of high fear of unemployment. 
spending power is. of course, to 
“on we ws be found in the w eople spend Despite this rapid growth of 
their money on re, and in the television habit, cinema 
this connection it resting to admissions, according to the latest 
The above charts have been based upon figures drawn from official note that in t! < months summary published in the Board 
sources and indicate trends in the sizes and distribution of dwellings ended December television of Trade Journal, continued to 
Data relates to the “Administrative County” with the associated licences in Yorks! increased remain high in the East and West 
County boundary. by over 90,000 Ridings 


East Riding & North Lincoinshire 


HULL DAILY MAIL 


The only evening .wspaper published at Hull. 
Certified Average Net Sale, in excess o! |20,000 copies per day. 


YORKSHIRE & LINCOLNSHIRE TIMES 


The weekly newspaper which covers the whole of the industrial & 
agricultural areas from Scarborough to Louth & west to Selby. 
Certified Average Net Sale, in excess of 42,000 copies per week. 


GRIMSBY EVENING TELEGRA?H 


The only evening newspaper published 1) Grimsby. 
Certified Average Net Sale, in excess of 63,000 copies per day. 


GRIMSBY SATURDAY TELEGRAPH 


Lincolnshire’s popular weekly newspaper. 
Certified Average Net Sale, in excess of 34,000 copies per week. 


R. H. PENNEY, ADVERTISEMENT DIRECTOR, NORTHCLIFFE NEWSPAPERS GROUP, LIMITED 
163, QUEEN VICTORIA STREET, LONDON,E.C.4. CENTRAL6 
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BORO 


now covers 
WAKEFIELD 


~~ 


Ds 


WAKEFIELD CITY AND DISTRICT 
BILLPOSTING CO. 


3-5 STAMP OFFICE LANE. TELEPHONE: WAKEFIELD 2077 


ACQUIRED BY BORO BILLPOSTING CO. 


PROPRIETORS: ODHAMS PRESS LTD. 
G. L. McLellan, Director 
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SPENBOKOUGH } Veh / Yul] HECKMONDWIKE 
GUARDIAN HERALD 


hi hh 


Lines of radiation indicate approximate area of circulation and influence. 


Audit Bureau of Circulations net sale July to December, 1954, was 13,391. 
Price 4d. weekly. Flat rate for trade advts. 7’6 per inch. 
London Rep. Edwin Greenwood, Ltd., Thanet House, 231-232 Strand, London, W.C.2. 


Doncaster Chronicle 


The Popular South Yorkshire Weekly 


COVERS DONCASTER AND DISTRICT 


MEMBER ABC 


Long known to shrewd space-buyers 

as a proven builder of sales in South 

Yorkshire for the product designed 

to appeal to the family of average 
income. 


Head Office: SCOT LANE, DONCASTER 
Tel. 4001 
London Office: 171, FLEET ST., E.C.4 
Tel. Central 9693 
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ADVERTISER'S WEEKLY 


Good timing is the key to success in big 


store advertising 


N interesting slant on the 
reaction of women to 
fashion advertisements was re- 
cently provided by the adver- 
tising manager of one of the 
big Leeds departmental stores. 
“Very often, after they have 
seen an illustrated fashion space 
in one or other of the local even- 
ing papers,” he said, “they will 
ask specifically to see the particu- 
lar fashion featured. They dis- 
cover that the impression they 
have got from the advertisement 
is different from the hat, coat, 
costume or dress in the store 
and they do not even trouble to 
try it on. They will usually turn 
to something else—and we make 
it our business to see that there is 
plenty of variety in the alterna- 
tives. If we are featuring a lady's 
costume at 10 guineas, it 1s feasi- 
ble they will pay two or three 
guineas more for something dif- 
ferent. We don't grumble at that, 
of course—the advertising space 
has done its job 
“ But we do take the utmost 
care to see that we have in the 
store the merchandise we are 
advertising—and we find that 
some traders are not so careful 
as they might be.” 


Fashion block value 


This particular manager feels 
that there is a good deal to be 
said for the effectiveness of the 
display advertisement carrying a 
fair-sized fashion block or two 
rather than an itemised list of 
merchandise 

“You can key results better, 
but it can be overdone,” he said 

“You cannot directly trace 
sales that flow from fashion dis 
plays so easily. But, as I see it, 
the trend in departmental store 


a ae 


advertising 1s to tell the story 
more lavishly than we do at 
present. Women do like to look 
at fashion plates. If the paper 
were available, my idea would he 
to put out, say once a month, a 
12-page or 16-page sheet with 
of blocks and perhaps 20 
cent of editorial matter and 
supplement our newspaper ad- 
vertising by sending a copy to 
each of the 70,000 people on our 
customer lists Before the war, 
this firm regularly printed colour 
catalogues. But it 1s not possible 
now. 
This executive laid 
the. time factor in big 
advertising nowadays 


Stress on 


store 


Product in store 


“A vital factor,” he said, “ts 
speed in getting the product to 
the notice of the public—but not 
until you have it in stock ! For 
instance, we have a particular 
item of merchandise coming to 
us from Spain within the next 
few days. I have to ensure that 
the day after it arrives it is fea- 
tured in our newspaper displays 
Before now, we have been in 
trouble because, owing to a slip 
up in delivery, we have featured 
before they have reached 
Make one or two mis 
takes of that kind and you 
naturally get the rough edge of 
a customer's tonguc ! 

“We notice a tendency in sec- 
tions of the trade to play up 
merchandise which is either not 
actually in stock at the time of 
advertising or it is not there in 
sufficient quantity. That, we say, 
is bad for business. 

“In this store, once we have 
the goods and they are worth 
pushing, we feature them without 
loss of time.” 


items 
the store 


The single deck bus is sometimes overlooked as a medium for adver- 


tising. 


As this example shows, however, a bold message can he carried 


very effectively 


This window display arra 
spacious and attractive. 1! 
hy the 


clothe 


Schofields (Leeds) Ltd., is both 


n advertising is followed very closely 
cious women of Leeds 


Bus advertising links 
this prosperous area 


TTYHE largest county in the 

British Isles, Yorkshire, 
contains within its boundaries 
examples of every type of 
English life 


These examples range ! the 
coalfields around Barr the 
stee! craftsmen of Sheff ind 
the home of the woollen try 
on the west, through son the 
finest agricultural land to t ca 
port of Hull on the cast, a the 
coastal resorts along the casiern 
seaboard 

The link between the 


parts of this widespread id 


as always in 
bus, and it is 


prosperous area 1s, 
this country, the 
for this reason that bus adver 
tising finds so much favour in 
this area with big advertisers 

The facilities available to ad 
vertisers follow a similar 
pattern to those in all parts of 
the country, namely, the blanket 
coverage provided on vehicles of 
the large company undertakings 
and the purely loca! coverage of 
the municipal undertakings 

A schedule of the undertakings, 
both company and municipal! 
and the number of vehicles 
owned by each, is given below 


Bus Advertising—Yorkshire Area 


COMPANY OPERATORS 
orkshire Traction Co. Ltd 
orkshire Woollen Dist 
rough & Swintor 
le Motor Services, Lt 
wkshire Road Car 
orkshire Motor Servic 
Riding Automobile ( 
Huddersfield District Buses 
Leeds District (Ledgards) Buse 


Partially in Area 

East Midland Motor Services, Lid 

United Automobile Services, Lid 

MUNICIPAI 

Bradford City Transport 
Doncaster Corporation 
Hull Corporation 
Sheffield Transport Dept 
Leeds City Transport Dept 


OPERATORS 


Number of Vehicles Owned 


| 
Double Deck | 
| 


Trolley 


* Trams 
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These 4 Bradford 
newspapers provide the 
dominant selling force 


in West Yorkshire: 


* THE YORKSHIRE OBSERVER 


MORNING: 30,720 A.B.C. 


* TELEGRAPH & ARGUS 


EVENING: 122,310 A.B.C. 


* OBSERVER BUDGET 


WEEKLY: 19,016 A.B.C. 


* YORKSHIRE SPORTS 


SATURDAY: 75,488 A.B.C. 
(6 months ended Sept. 30th, 1954) 


Whatever your selling aim in West Yorkshire these 
four newspapers bring to it their own powerful 
influence throughout this major area. There ts no 

substitute for them. Ask your man on the spot. Ask us 


for the complete West Yorkshire story. 


HEAD OFFICE: 


HALL INGS BRADFORD 


Telephone - Bradford 29511 


ERNEST LUMSDON, 
London Advertisement Director, 
Westminster Press Provincial Newspapers Limited, 


167-170 FLEET STREET, LONDON EC4 


Telephone - CENtral 3265 


Marcu 17, 1955 


Yorkshire 


Scope for wider use 


of wool research 


HE future of wool is as 

rosy as the industry could 
wish if it sees that the next 
generation of industrialists are 
so trained that they are able 
to use all the knowledge avail- 
able and co-operate more fully 
with research workers, said 
Professor J. B. Speakman, head 
of the Textile Department of 
Leeds University and a promi- 
nent wool research scientist, 
when he addressed the Brad- 
ford Textile Society recently. 


Barely 30 years ago, he said, 
the wool textile industry was one 
in which imperfectly understood 


processes were applied to a fibre 
of unknown constitution. Since 


| then a great transformation had 


been brought about, mainly as a 
result of the discovery of the 
molecular structure of wool at 
the University of Leeds by Pro- 
fessor Astbury in 1933. This led 
to a clear understanding of such 


processes as milling. crabbing and 
blowing, potting and chlorination. 
It was because the nstitution 


of wool was discovered in its 
essentials in the United Kingdom 
that the many methods for making 


wool shrink-resistant were mainly 
British 

It was unfortunately the case, 
added the professor, that all the 
results of wool research were not 
yet fully utilised in industry 
Research workers in universities 
and research associations were 
throwing over their shoulder dis- 
covery after discovery about wool 
and it was for others to take that 
knowledge and convert it to use 

Recipe for industrialists 

They should not expect the 
scientist, pursuing the advancing 
front of knowledge, to delay that 
advance in order to provide a 
recipe which industrialists could 
carry out without understanding 
Knowledge was lying unused 
because of lack of liaison between 
the research worker and those 
carrying out the processes in 
industry 

If the industry was to hold its 
own in an expanding field of 
fibres, a higher standard must be 
demanded of recruits. This need 
appeared to be recognised and 
every graduate in textile tech- 
nology now had the choice of 
about four places when seeking 
employment 


Bright window displays 


boost new product sales 


HEN Stanislaw \Nolinski 


left the RAI ith an 
outstanding flying record he 
decided that there were a good 
many cogent reasons why he 
should not return to his native 
Warsaw, but should try to set 


up business in this country. 
For one thing, he had married 
a Yorkshire girl whom he had 
met in the WRAF. For another, 
he had always wanted to run his 
own grocery concern Back 


home, before Hitler g above 
himself, he had been counter 
hand in a city provisicn store 
So he and Mrs. Kolinski, with 
their service gratuit cast 
around for something suitable. 


In due course they came to Mrs. 
K.’s native West Riding. There, 
in the suburb of a busy industrial 
town, they bought a grocery-cum- 
bakery shop. The business had 
been running for some vears, but 
sickness had not helped the 
former proprietor to maintain the 
turnover necessary 

By nature, Mr. Kolinski is a 
persevering type of fellow By 


good fortune he had married a 
wife with a business instinct and 
a pretty fair knowledge of what 
the Yorkshire housewife wants— 
and what she is prepared “to 
try.” 

So the pair of them, ready and 
willing to work the clock round, 
set out on what has proved to be 
a profitable road 


Gentle upward trend 


After a few months, with the 
customer graph showing a gentic 
upward trend, they decided that 
the bakery enterprise was not 
producing the results they were 
entitled to expect from the effort 
they were putting into it. 

Not far away there was an 
“oven-to-table” concern with a 
substantial delivery trade and 
the Kolinskis, knowing more 
about groceries than baking and 
confectionery decided to concen- 
trate on the former. 

Having taken this step, they 
decided to make a careful study 
of the lines they were offering. 


@ Continued on page 682 
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RISING NET SALES 


stanley 
_—-" YORKSHIRE — 


publicity 
limited 


norwich union buildings 
22 high street 
sheffield | 

telephone 20179 


TIMES 


_ Series of Six Editions. 


NET SALES FOR LAST THREE YEARS 


Total Sales Weekly Average 
1952 2,356,943 45,326 
1953 2,413,388 46,411 


1954 = 2,470,206 + 47,504 


Certified by Audit Bureau of Circulations 


display Studios § staffed by a team 


in 1877 provide the most 235A London roa 4 of creative artists 
direct approach to a rich market embracing the principal towns and villages | and writers 


These family weekly newspapers established 


of Industrial South Yorkshire, whose population in excess of 250,000 


sheffield 2 whose ideas 
inhabitants is enjoying as never before record wages and living conditions. . 
, . Y. and illustrations 
Sales still rising. January average in excess of telephone 50¢54 
,000. will really SELL 
your goods 
Head Office: London Office: 
Mexborough, Yorks H. R. Tadgell, 
Phone: 134,Fleet Street, 
Mexborough 2231 E.C.4 


(4 lines) Phone: Central 3913 


O 

A LEADING TRADE 
the —_ JOURNAL writes to 
one of our clients — 

s " “| do want to extend to you and 

, tisin sincere 

Se tenon * wae double page 

3 spread announcement in the current 


issue of my |: urnal. 


EX . It is certainly a display that has all 
= e the Yanks ‘walking about’ and I thank 
you for the honour of letting me have 
Si | the advertisement. It gives a fine tone 

e dons It4 A to my Jourr val and if other advertisers 
: try to copy your example 1 shall not 


& mind. But I think you have set 4a 
te YOU Mm standard they will be a long time in 
achieving.” 


POSTER ADVERTISING "FOR GOOD ADVERTISING 
CONTRACTORS since 1840 CONSULT — 


’ 
sueivon House, aueen sr, uees,' Hj =§ COLLINSONS 


O ADVERTISING AGENCY LTD., Guildford Chambers, 
11! The Headrow, Leeds |. Tel. : 30054 
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One of the best 
of the Provincial 


Agencies 


CHARLES 
WALLS 
& PARTNERS 
LIMITED 


35 MORLEY STREET 
BRADFORD 


BRADFORD 


22258 
(3 LINES) 


REGISTERED PRACTITIONERS 


Among the 
finest weekly 
newspapers in 
the world 


Harrogate Advertiser 
Harrogate Herald 


Ripon Gazette and 
Observer 


Thirsk, Bedale and 
Northallerton Times 


Pateley Bridge and 
Nidderdale Herald 


Knaresborough Post 


Certified weekly net sales : 


34,442 


Advertisement Manager 
W. R. A. Breare, 
Me 


Head Office 
Herald Buildings 
Montpellier Parade 
Harrogate. 
Tel. No: 


A. BCL 


Harrogate 400! 


THE 
WAKEFIELD 
EXPRESS 
SERIES 
has a 


circulation 


of 


71,825 


in 
THE 
WEST 
RIDING 


* 


Last vear the cir- 
culation increased by 
1,812 and the houses 
are still going up in 
this busy area. No- 
where is there less 
unemployment and 
consequently there is 
plenty of money in 
Industrial Yorkshire. 


* 


Series Rate: 
20/- per s/c in. 
Only 3.34d. per 1,000 


* 


Advertisement Manager: 
T. COLLEY 
46 Littl Westgate 
Waketield 
Tel. 3184-5-6 


London Representative: 
E. J. WILLS 
118 Fleet Street 
Tel: Central 2175 
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and to examine the possibilities 
of breaking new ground. What 
more natural than that Stanislaw, 
with his background of Middle 
Eurapean apprenticeship, should 
decide that a few Continental 
delicacies might usefully be intro- 
duced. He realised he was taking 


a chance, of course In his 
immediate neighbourhood there 
is no collection of foreign 


workers worth mentioning. But 
he decided that some judicious 
advertising might get his shop 
talked about in the right way and 
that the regular customers could 
be induced to try lines which 
were Strange to them 


Local agency productions 


He took some dis; 
the local paper after laying in an 
experimental stock ( ontinenta! 
tinned foods which Mrs. Kolin 
ski featured rather tastefully in 
the window. She had some neat 
cards painted by a al agency 
These gave the price and two 
line descriptions @f the contents 
of each tin 

The results were more satis- 
factory than had been expected 

Before long a fair percentage 

of those buying their weekly 

provisions were putting a tin of 
this or that delicacy into their 
buskets—eats they had never 
even heard of until the Kolin- 
skis opened up thcir offensive. 
Casual passers-by stopped to 
look at the attractive window 
and eventually sampled some- 
thing. Many of those became 
regular customers — for 
groceries as well as the tit-bits. 

In fact, these ¢ 
have become sufficic lucra- 
tive tor Stanislaw in a stall 
a couple of miles ay in the 
town market specific directed 
at the European disp'aced per- 
sons. Bv now, Ko is a bv- 
name among them 


ay space in 


ntal lines 


Assistant taken on 


Alter three vears o, busi- 
ness had picked up thciently 
for the Kolinskis to e on an 
assistant Later, the ought a 
second-hand deliver an For 
two or three years now they have 
been able to run the wn car 

As will have been zathered 
already, the Kolinskis are 
publicity-conscious. Mr. Kolin- 
ski has fairly fixed ideas on 
certain aspects of advertising, as 
they affect his business 

The matter of showcards, for 


instance 

“I don't mind showcards,” he 
says, “providing I have the time 
to deal with them. But it should 


be borne in mind that most 
grocers, in small- and medium- 
size shops, are busy men who 
have not got a lot of time to 
spare for window -dressing 
Show-card distributors, | think, 
ought to remember this. I find 


that many of their cards are far 
too big to go in the windows of 
small shops. When they are too 


big to handle, there is always the 
probability that they will be 


pushed under the counter or into 
a storeroom. 

“Myself, I prefer smaller cards 
which leave space for other 
things in the window. The ones 
I like most are those which can 
be fixed on top of a can, or on 
three or four tins or packets 
These should be neat, natty and 
state clearly what is to be sold 
and at what price. 

“Apart from the fact that they 
do not take too much space, most 
small grocers like these cards 
because they can be used in the 
shop itself. And they do not hide 
the other products he wishes to 
display.” 

Another subject on which this 
particular tradesman (who admits 
he takes a personal interest in 
checking customer reaction to 
advertising campaigns pushing 
the goods he sells) has clearly 
defined opinions is the question 
of campaign timing. 


Best selling months 


He puts it this way: 

“My best selling months for 
proprietary brands, and foods in 
general—are October, November 
and December. It is my view. 
therefore, that advertising for 
these products should be particu- 
larly stressed in the latter part 
of August and in September 
Most people have then had their 
holidays and they do not have 
many more important financial 
commitments until Christmas. In 
the months before Christmas they 
are prepared to spend more on 
food and it is in that period, I 
find, that customers are paying 
particular attention to food adver 
ising.” 

Reverting to what might be 


referred to as the “Kolinski 
speciality,” the Continental food 
lines, Stanislaw feels that they 


might be better advertised than 
they are. He is convinced, from 
experience, that the only thing 
that puts many British customers 
off buying them is a lack of 
knowledge of just what is in the 
tin or packet. 


The Pudsey 
and 


Stanningley 
News 


The paper that covers the 
Textile and Engineering 
area midway between 
the cities of Leeds and 
Bradford. It is the only 
weekly Newspaper 
published in this area and 
for over cighty years 
has been the principal 


advertising medium. | 
| 
Head Office 
LOWTOWN, PUDSEY, 
YORKS. | 
| 


Tel: PUDSEY 3050 
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Yorkshire 


@ SPOTLIGHT ON YORK 


High prosperity ina 
‘two income’ area 


Employment is at record levels in the city of York and is the 


result of a unique diversity of industry. 


A high percentage of 


married women are in work giving big combined incomes to many 
households. 


HE enterprising manufac- 
turer will find a first-class 
market for his products in the 
thriving city of York, whose 
present and long-term pros- 
perity its based on a_ wide 
variety of light industries, 
backed by a mechanised and 
expanding agriculture, on the 
rich farmlands of the Vale of 
Pickering. the Plain of York, 
and the Wolds of the East 
Riding 
Unemployment in the area 
reached its lowest level at the end 
of 1954, with a figure of only 8 
of | per cent This was below 
both the regional and national 
averages, and was the result of 
the unique diversity of industry 
in the area, ranging from the 
huge Rowntree’s cocoa works, 
which employ between 9,000 and 
10,000 workers, to smaller firms, 
with staffs ranging from 540 
people to a few hundreds, making 
viass bottles confectionery, 
sewage machinery and scientific 
nstruments 


Centre of transport 


York is, of course. well known 
as a centre of transport and com- 
munications, due to the enterprise 
of George Hudson, the Victorian 
“Railway king.” 

Apart from the large number 
of work people such as loco 
motive crews, porters and book 
ng clerks employed on general 
railway duties, there is a large 
carriage and wagon works in the 
city, where hundreds of skilled 
men carn craftsmen’s rates of 
pay. 

The attractions of the city 
itself, and as a centre for visiting 


neighbouring beauty spots are 
enormous, and the York Festival, 
which includes pageants, recitals 
and concerts in the Minster and 
the world - famous medieval 
mystery plays, appears likely to 
remain as a triennial event of 
the first importance. 

During the four main holi- 
day months of 1954, a total of 
1,557 inquiries was made by 
overseas visitors at the city's 
information bureau. 


Craftsmen and tradesmen 


High prosperity in York and 
district is due in no small mea- 
sure to the fact that it has long 
been known as a “two income” 
area. Not only has the city the 
greatest number of craftsmen 
and skilled tradesmen per thou- 
sand in Yorkshire—exceeding 
even towns in the industrial West 
Riding——it also has hundreds of 
women workers. For example, 
rather more than half of the 
Rowntree “10,000” are women, 
and many are married, too, the 
company arranging part-time 
shifts to meet their domestic 
needs 

Remember, too, that York is 
the centre of the county which 
holds one-ninth of the produc- 
tive agricultural land of England 
and Wales. Prosperity on the 
land means greater spending in 
the shops of York, and electrical 
appliances and other goods 
which would at one time have 
been regarded as luxuries in the 
country cottages, are now 
necessities 


All this indicates to advertisers 
that the city of York is a part of 
the nation that it would be unwise 
t» overlook 


at your disposal. 


TESTED - and PROVED 


Established since 1898, our continuance throughout 
the years indicates satisfactory service to our clients. 
The experience accumulated during these 57 years is 


For YOUR ADVERTISING consult 


WILLIAMS’S 
ADVERTISEMENT OFFICES 


29 KIRKGATE, BRADFORD. Tel. 25755 


One of the oldest agencies in the country 


ADVERTISER'S WEEKLY 


At the of 


the County —— 


The Yorkshire 
Evening Press 


A.B.C. 55,550 


ind the 
Porkshire Gazette s Herald 


WEEKLY 


—th. amalgamation of the 
" and the “Yorkshire Herald’ 


4.B.C. 17,810 
er Ist—December 3! st, 1954) 


“Yorkshire Gazer 


(Period | 
These two powertul newspapers 
- published in York, giving 
intensive coverage of the city 
and reachiny far into the Ridings, 
especially the North and East 
Ridings - provide an effective 
and economical choice for both 
national advertisers. 


local and 


Head Oth ce 
g CONEY STREET, YORK 
Telephone: YORK 5305: 


ERNEST LUMSDON, London Advertisement Dir 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS 
167-170 Fleet Street, E.C.4. (Tel. CE Neral 3265 


LID 


Leeds Uffue M anche + Offee 
ALBION PLACE FEDS, 1 MIDLAND BANK HO BE, 26 «he 
Tel. Leee 249 MANCHESTER 2 Ie I kfr 
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ADVERTISER’S WEEKLY 


FO 


North-West Yorkshire 


and fringing the Lancashire 
border. An Area UN- 
TOUCHED by any other 
local WEEKLY Newspaper 


the 
(Skipton) 


CRAVEN HERALD 
& PIONEER 


circulates in over 80 Towns 
and Villages, covering 

prosperous Agricultural Dis- 
trict also por kets of 
Industry in Textiles and 


Engineering. 


A. B.C. Figures 

JULY—DEC, 1954 
‘| 17.820 
0 
a) 
‘ 
‘ ick for our Break-down figures 
; No Scheme aiming to Cover 
‘ YORKSHIRE effectively 
; uu fford to OMIT the 
‘ (raven Herald & Pioneer. 
‘ 
; \ trial is the best test 
; Office: Skipton, Yorks. 
4 ! Office: 53 Fleet St. E.CA. 
’ phone: Comtral 4968 
lwece 


The Wharfedale and 
Airedale Observer 


The Shipley Times 
and Express 


The Ilkley Gasette 


These three papers cover the 
circle of towns and rural 
villages lying between Leeds, 
Bradford, Harrogate and 
Bolton Abbey. 


PUBLISHED BY 


Wm. Walker & Sons (Otley) Ltd. 


VICTORIA WORKS, OTLEY 
London Office: 69 FLEET STREET, E.C.4 
Tariff rates on request 


Combined Circulation Over 25,000 


THE 


WHITBY 
GAZETTE 


1S NORTH-EAST YORKSHIRE'S 
HOME-WEEKLY 


RATES & FULL PARTICULARS FROM 


GEORGE JACKSON (FLEET ST.) LTD., 
CLIFFORD’S INN, FLEET STREET, E.C.4 
Or Head Office, Bridge Street, Whitby. 


into a 
problem 


And today more than ever— 
every sale is a problem, a chal- 
lenge to initiative. Can you 
imagine a better advertising 
approach than a combination 
of Yorkshire hard-headedness 
and London sophistication? 
Through our Leeds and Lon- 
don Staffs that is 
the service we offer at . 


exactly 


Incorporated Practitioners in Advertising 
Members af The Advertising Assoc., The 
4udit Bureau of Circulations, The Direct 
Mail Assoc., The Retail Trading Standards 
Assoc 
Head Offices: Grattan House, Mount Pres - 
ton & Virginia Road, Leeds 2. Telephone 
Leeds 350641 (5 lines). 
London Office: 96, Ebury Street, S.W.1. 
Telephone: Sloane 0787 (2 lines) 

NDH_, 4607 
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Yorkshire 


Publishers write confidently 


of the future— 


Local newspapers tap 
big sales potential 


By STANLEY GRAY 


advertisement manager, Yorkshire Post and Yorkshire Evening Post 


BUYING power is great in 

Yorkshire not only 
because wages are high and 
stable but because Yorkshire 
people of every income group 
have an ingrained apprecia- 
tion of the good things of life. 


Shrewd and cautious by nature. 
they. need the persuasion of good 
advertising to put their hand in 
their pocket, but once they are 
convinced they will buy and go 
on buying. 

The recent IPA Survey indi- 
cated that the number of York- 
shire households with several 
wage earners is higher than the 
national average. 

This means simply that the 
principal newspapers in York- 
shire do not merely reach a 
given number of readers per 
household but tap a greater 
sales potential per copy. Often 
the Yorkshire home with three 
or more individuals working 
has a total income of astonish- 
ing proportions. 


Harrogate 
popularity 


By R. H. STOCKTON 


supervising editor of the 
R. Ackrill Group. 


URING the coming 

months Harrogate will 
enjoy its customary rise in well- 
to-do population through the 
influx of conference delegates 
and holiday-makers. 


Already established as Britain's 
first conference town in point of 
numbers entertained, Harrogate 
yet searches for greater reward 
from its exceptional hotel accom- 
modation and natural amenities, 
and this month’s decision to ex- 
tend the Royal Hall is one mark 
of success. 


Another is the catalogue of 
conferences already booked. In 
it are the Northern Optical Con- 
gress (700 delegates), the Building 
Societies Association (900), and 
the United Commercial Travel- 


lers’ Association (1,250). These 
figures represent trading security 
and, by way of the rate yield, 
allow the corporation to continue 
to equip Harrogate as a residen- 
tial town and holiday resort of 
quality. 


Work for 


everyone 


By J. H. HIRST 


editor, Cleckheaton and 
Spenborough Guardian 


(tHE diversity of trades 
which are engaged in 
Spenborough and Heckmond- 
wike are all in a healthy and 
flourishing condition. 


Woollen mills and carpets, for 
which the district is famous, 
chemicals, engineering, motor- 
cycle makers, leather currying, 
coal and iron and glass bottle 
making are all busy. Spen- 
borough is fortunately situated in 
having so many trades in its area. 
If one is suffering a bad time the 
rest are healthy and the whole 
district does not suffer. 


At the present time they are all 
doing well. Only the farmers are 
having a bad time, and that is due 
to the weather and applies to the 
whole of the country. There are 
over 300 vacancies which cannot 
be filled and of the few unem- 
ployed the majority are only tem- 
porarily so for a few days. 


During the past eight years 900 
new houses have been built in 
Spenborough, making satellite 
towns at Liversedge where the 
Firthcliffe Estate comprises 300 
houses and at Hightown where 
the Windy Bank Estate has 600 
houses. At Heckmondwike over 
250 houses have been built since 
1946, 200 of them at the Dale 
Lane housing estate where it is 
planned to build 500. 


The extensions at the British 
Belting and Asbestos Company, 
Ltd. are the chief industrial devel- 
opment. This concern is three or 
four times the size it was before 
the war and now covers eight 
acres of land. 


Cee) 684 es 
SS SS TTT TTOTSeBeet eee : 
P| 
ae Trust J ____..__| 7 
#4 a a tyke ee | 
2 po to get po 
ra . 
ai . ‘ 
ae, ‘NC r 
pee VE 
oe y es 
pase an 4 = 
oi 4 S 
or * = { My Z ~ S < . 
ee ES | 
- ye wy 4 
uel Pe 4 NS 
. | -—_ Aiwe i 
ar \ Eg a 
a ; a eS 
i ‘ ie ¢ ; z AL aa \\ P 
ao ¢ Dh 
a ; 2 Sh iui WA, AY > 
oe — (Ge 
es 5 
aa , 
oe 
Pye - 
ite 7 
iva 
a Pl 
PC . 
Pp a 
Be a % : 
Fr a | 
—_——_——— CO 3 


Marcu 17, 1955 


Two pages of Rice—and 


685 


nothing corny 


UICK changes and 

arduous hours before the 
camera must be all in the 
daily round for film star Joan 
Rice, but in Dublin recently, 
when she arrived for the play 
“Welcome, Stranger” at the 
Gaiety, Miss Rice had the 
busiest day on record. 

In the /Jrish Press she was pic- 
tured 

Having an early morning drink 
of Mi-wadi glucose orange, with 
her baby son Michael ; 

Selecting a Wolseley as her 
idea of a family car; 

Inspecting Lux toilet soap at a 
local store ; 

Choosing a lamb’s wool coat 
for Michael, a shirt for her hus- 
band, and cocktail shoes for 
herself ; 

Inspecting the famous Water- 
ford glass ; 

Arriving at her hotel 
Maico Mobil scooter ; 

“Looking the picture of com- 


on a 


fort” in Dubtex slacks ; 
Selecting “a beautiful true 
a gga solid silver Tara 
brooch. 


And many more besides. 

In all Miss Rice appeared in 
at least 14 different changes of 
attire in her tour of Dublin shops. 


Breaking new ground 


This terrific tie-up, with a lay- 
out in editorial style, broke new 
ground in publicity and was 
arranged by Philip Ridgeway 
Associates, Ltd. on behalf of 
Miss Rice and the “Welcome, 
Stranger” management, and 
David Luke, who handles publi- 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


43,705 


with 


WILTON EVAN 
city for the Irish Press, Ltd. 

The shops Miss Rice visited, 
and the wares she bought, were 


named prominently. A_ typical 
caption: 

Davip, Lid., of Wicklow 
Street, welcomed Miss Joan 


Rice to their showrooms where 
she chose a Wine Grosgrain 
Davip Ciassic model. This 
gown features the large collar 
cleverly trimmed with novelty 
braid. The skirt is very full, 
with tucks at each side. Miss 
Rice also admired a silver and 


black gown in the newest 
material called “Crystaline.” 
Beautifully styled, this gown 


has a horse-shoe neckline with 
inset tucked yoke. The skirt is 
pencil slim, with two pockets 
and a deep pleat at the back. 


The accompanying editorial 
was in racy style. Here's a 
sample : 


“By this time, Michael was be- 
coming a real heavyweight to 
carry. 

‘Since I’ve got a few weeks 


here, I'll have to do something 
about transport for him,’ Joan 
explained. She did 

“Thomas McKay in Millar 
and Beatty’s had just the job—a 
Walker kiddy-car. ‘I've never 


seen anything like this in London 
—it's so strong and sturdy and 
well- sprung’ said she 

“They put Michael into it, we 
carried him downstairs and sent 
him back with his nanny, Mrs. 
Murphy, for his lunch. 

“Joan went back again to hunt 
up a bargain and ‘spotted’ the 
Stork Lilac and Grey Walker 
pram. And wanted to know why 
they couldn't get prams like those 
in England 

“*That is the most luxurious 
one I've ever seen—the Rolls 
Royce of the pram world.’ No; 
she didn’t buy it ‘but I'd love to.’ 
Instead she left with a 21-piece 
tea-set of this new earthenware 
made in Arklow.” 

Well, in my view that was pub- 
licity plus in Dublin's fair city 
I'll warrant very few women 
readers skipped that double 
spread composite. For reader 
interest every line of it was tops 


* * 7 
Can-you-beat-it department : 
The Dublin “Evening Mail” 


carried three full pages in one 
issue for sales in local stores. 
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Largest Net Sale in Kent 


KENTISH TIMES 


The eight papers of the “ KENTISH TIMES” Series 


circulate throughout 


130 square miles of the 
County with an average weekly 
net sale (A.B.C.) of 
FLAT RATI 23/- PER S/C INCH 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 50,21 5 WeeKty (ABC) 


London Representative: 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtra/ 2626) 


STOP PRESS 


FEBRUARY, 1955 


Warrington 


Guardian 
99,569 


cp.w. (net) 


30/- Flat | 


P. Moon, 134 Pieet Street | 


If the product involves... . 


Processing of ferrous or 
Testing non-ferrous 
taspeceiog metals 


METALLURGIA 


Tee @arrisw 2 


TOUR ADVERTISING MESSAGE 


muUSsT CARRY 


=. 
THE KENNEDY PRESS LTO. 3) KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: 5O TEMPLE CHAMBERS. TEMPLE AVENUE. LONDON, EC 4 
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Review of Poster Advertising 


A fine series with. 


the right red 


Marcu 17, 1955 


BRIDLINGTON 
nn ED ee 


OME time ago I referred to By STUART LEWIS 
the high proportion of s 
c > , la , . 
posters with yellow _ beck meant ts only done with 
grounds, and I made the fairly 
obvious comment that the one colour and half tones of it, 
a poster derives much of its 
more yellow backgrounds there impact from its predominant _, . 
were the less impact they coleer ia relation te the com- por res a 
would have. petitive designs which adjoin it, “70 "0" @ sti)" 
At that time the first of the While yellow is still a popular Ho ma this 
Smarties series had just appeared background colour (too popular Bridlington iow 
It had a black background and in my Opinion) there are signs imal’ hy eer - 
stood out from its neighbours on that red may qualify as a runner- British Railway 
the hoardings like a rock in a up. And not just red, but a par- North wakeae 
field of buttercups. ticular shade of red Region has been 
At about the same time | saw Do you remember the glowing designed by Tom 
two posters side by side whict poster which announced Bird's Echerdey 
had the unfortunate appearance Jell-O with its background of F 
of being one, solely on account vivid but extremely subtle red ? 
of their identical yellow back Have you noticed that Bird's F 
grounds. | cannot remember used the same red in their new Cream. Note and pare the 
which two products they adver. Cake Mix poster reviewed here "ecent jobs appear the Un- 
tised but the visual effect was last month? Take another look, 4¢"ground for Gala Dereta 
ludicrous and the lesson clear too, at the latest designs for ior eine oe a nye 
, * i lal} a enti: ce agal 
Whereas a press advertise. Canada Dry and Wall's Ice So ioe es tion § ole sles 
1 am not in the Rown- 
tree’s and have n ceived so 
much as a mint. T iple fact 
is that in the newest | job the 
background is not ed, but 
tHe red. 
Beautifully balanced colour 
It is also a very eg i poster 
and deserves comme: yn in its 
own right. The red is 
beautifully balanced th the 
lemon yellow of the gir!’s dress, 
the green of the pack and the 
large white disc of product 
itself. The whole splen- 
Dav-Glo has been  dly illustrates what « s refer 
extensively used ‘© aS “movement” arc at the 
for the first time same time it is remarkably free 
for Polo Mint from unnecessary deta 
advertising in this ‘ If posters ae to & ough a 
poster. The print- red” period, even if use of 
ing was carried out the colour is eventua verdone, 
for Rowntree's by this design will have ade the 
John Waddingtons eration worth while 
Lid., and accord- It is quite possible | at this 
ing to the agents, T™oment research experts and 
J. Walter Thomp psychiatrists are busy sa\ing that 
noe Co. Lad. it red has more impact than yellow 
represents one of and that the whole Du CSS ot 
the longest runs colour ts gloriously simple. If 
using Day-Glo day- they are, let them beware of the 
light Sunuwerent vagaries of artistic taste. to say 
inks ever printed in nothing of changing fashions in 
this countrs colour. Sooner or later meone 
with a truly “seeing e will 
design a very fine pos with, 
say, apple green or Prussian blue 


STANDS FIRST AND 
FOREMOST IN LONDON 


AND PROVINCES PROPRIETORS 


ODHAMS PRESS LTD. 


112 HIGH HOLBORN W.C.1. 


PRINCIPAL BRANCHES MANCHESTER 


BIRMINGHAM 


LEEDS 


G 
WAT 


as its background colour. And. 
for no other reason but that the 
design ts well conceived, it may 


beat the red ones hollow for 
impact and general effectiveness 
* - * 


HOLIDAY POSTERS were out be 
@ Continued on page 688 


Cheshire 
put 


in sundy 


se RAAA LA 


This new poster for New Brighton 
has been issued by the London 
Midland Region of British Rail- 
Artist was K. R. Kelly and 
production by chromo-litho 
been carried out by Jordison 
Co., Middle shbrough 


wavs 
has 


A 


FOR ENTERPRISE 
ORIGINALITY AND 
EFFICIENT SERVICE 


L. McLELLAN - DIRECTOR 
FORD SOUTH COAST 
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SINGULAR SUCCESS 


In every town of importance in England and shopping centres. A poster on a National 
Wales there are National Solus Sites. They Solus Site cannot ‘1il to make its mark. 
stand apart, free from the jostling of com- Today, all the most |amous advertisers have 
peting advertising, carrying their message posters appearing on National Solus Sites 


Straight to the people in busy streets and doing a better selling job at a lower cost. 


NATIONAL SOLUS SITES LIMITED 


Members 
of the Solus 
Outdoor 
Advertising 
Association 
Led. 


56/60 STRAND, LONDON, W.C.2 Telephone: TRAFALGAR 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) $. BE. CARTER - »- RR. B. LAWSON 
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ADVERTISER'S WEEKLY 


What to buy! 
Where to go! 
What to see! 


POSTER ADVERTISING 


provides an essential service 


to the community 


S heffields 


Poster Advertising Contractors 
since 1852 


Publicity House, Cornwall Street, Birmingham, 3. 


Manchester Poster Services Ltd 
27-291 Bootle Street, Deansgate. 


Manchester? 


All Sites are Cleaned 
and Painted yearly— 
Oftener where necessary 


PADDINGTON 0166/7 


HARROW BILLPOSTING 
37 SPRING STREET, W.2 


| resorts rely upon year 
* 
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REVIEW OF POSTERS —continued 


This is the tube card that Stuart Lewis was pleased to notice. 


.it'S 
Accles & 


. 


The 


variations on the wrongly addressed envelope theme are endless and 
they set the reader thinking. 


fore the crocuses this year 
While we were stil! shaking the 
slush from our shoes on railway 
platforms we were being bidden 
to sunny beaches. It is good 
business to sell holidays in 
February because that is the time 
when people are most susceptible 
to offers of sea and sun. Further- 
more, in the ensuing months, 
holiday money ma well be 
diverted into other channels such 
as new curtains and carpets, 
refrigerators, cars and what-have- 
you-not. 


Leads the field 


In the holida 
Eckersley leads the 
excellent poster f 
It helps to 


stakes Tom 
eld with an 
Bridlington. 
give ¢ a more 
balanced (or jaundiced) view of 
the appalling! ature art- 
school stuff which so many 

after year. 

* * 

WHILE A particu colour or 
style of presenta! may gain, 
lose and regain favour through 
the years, a good 1 can enjoy 
uninterrupted po; rity for 
several decades and retain its 
original freshness 

The famous Start-ri‘ poster of 
the two children adv oncing into 
their future is a gooc by some 
people’s standards, ny, idea 
But all that matters is that it 
works and continues work. The 
pity is that the 1 is not 
developed and that first-class 
designer is not alk 1 to give 
those youngsters a ct e of pace. 

If indeed the Sta te posters 
were freshened up ttle, they 
would be welcomed a. > ld friends 
who didn't look their «ge. As it 
is the children do tend to look 
rather like old age pensioners 
before their time. 

7 * 7 

How PLEASANT it 
one’s acquaintance 
puzzled postman 
letter to Accles 
(wrongly addressed f 
Pickles and Wallop 
Sherlock, Waffles and 
the variations on tl 
endless. This is ar 
sets the reader t! 
remembering 

It is also an idea which could 
easily be developed beyond the 
puzzled postman. | or instance, 


to renew 
with the 
king at a 
Pollock 
course) 
as iffles and 
Hemlock 
theme are 
dea which 
nking and 


what about a puzzled secre- 

tary looking pensively at her 

shorthand notes and murmur- 

ing, “Snuggles and Wedlock” ? 
- * * 


One oF the subjects most likely 
to cause a storm in an advertising 
club is “Humour in advertising.” 
The trouble is that serious- 
minded people in this business are 
often so darned serious as to be 
dull. They pay lip-service to the 
famous “funnies” but they cannot 
understand them; and because 
they cannot understand them they 
distrust them. Yet in this country 
the commercial value of robust 
humour has been well proved. 

- - 

THe MAIN function of a poster 
announcing an exhibition is to 
announce the exhibition; its 
other aims are secondary This 
year’s design for the Daily Mail 
Ideal Home _  Exhib 
nounces clearly and strong 
has a certain amount otf 
as well 

The idea of a little red-roofed 
house built with children’s bricks 
arranged to spell out > words 
“Ideal Home,” is a very good 
idea indeed. Yet the 
finished design has dness 
about it. The idea is t 
all to see but it is una 
the full splendour it desery 


DAILY MAIL 


charm 


some 


The idea of the little red-ro: 
house of children’s bricks 
very good indeed. 


& | 688 a | 
“ : 
i ———————————— PO vi 
. | 
ae e 5 
a It’s not 3 
sg - + | 
- > “Ty Pollock +f 
oa : mn a P P STEEL, TUBES 4 
¥ . . A . 
- ee J - 
ore) On MACKEREL & DOLLOP . a ane oe ene $e | 

4 a a 
-_ 

‘ | ee : | | 
eI 
_ ee " . . 
a: g aay | | 
se z sites Aj is i 
“ee » ot Si 
nthe ih 

= a } ~ 
7 “wmpyate A ras | 
= _ ee ills | 
7 , _ | i) |i ee : | 4 
a EU We a a wo Bias: 9 
oe re a SAN} ea : 
— 
a I D : 
a, v ' 
7 Te 
j ( it 
0 Phe March 1-26 


Marcu 17, 19858 


689 ADVERTISER'S WEEKLY 


KK 


Ine Mills & Rockleys Areo 


TIMES 


POSTER advertising repeats your message to 


each “reader’’, to a degree unobtainable by any other 
medium. Mills © Rockleys would be pleased to 


discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


Pester Advertising Contractors ~* Administration : 21 Queens Road, Coventry 
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(ASK is OD 
Watter till 

to tie up all your 

OUTDOOR ADVERTISING 


Our complete service for 
all Outdoor Advertising 
Media, Poster Hoardings, ' 
Solus Sites, Neon Signs, throughout 
Rail-, Bus-, Tube-, ‘ 
Van Advertising, etc., is the 

backed by the experience 2 . ; ” ididae ~ 
of over 50 years. It offers British - ¥ a ei 


eS eer ae re, ae . ; 
comprehensive contract ——— 

° . = 2 
schedules, site selection, 


: : ‘ Isl Left: A striking piece of work by Huveneers, the Dutch artist. Right 
inspection and main- sies Gordon Burrows / combined real photographs with comic design 
tenance, and extends to 


ji . New posters to promote 
kastern Region services 


OUR new posters have 


Marcu 17. 1955 


qr ie wwe ww ew ow 


4 
With more than 50 years of experience 


WALTER HILL and CO., LTD. ie gnecen os ted 


Eastern Region of British 


67, 69, 71, Southampton Row, London, W.C.1 & oo to promote their 


\ Telephone MUSeum 8701 i a posters = Be an 
S lines) os j nental Services via Harwic \ 
ae ( sands 


Huveneers, the well-known Dutch 

f~ artist ; ‘Norfolk Broads’ by 
») Gordon Burrows, who has com 

the Sites? bined real photographs’ with 

Seeing design to advertise holidays on 
‘ the Broads. Kenneth Steel is the 

WEVE MANY artist responsidie for a new 
“BEAUTIES” “Cromer” poster and he has 
head treated this in a broad and cheer 


ful manner 
The fourth post advertises 


the Norfolk resort Shering 
THE DEAL PosTER cowarr ham and presents a ‘\pical sum 


mer scene It is ght and 


stieation paid to detail. The SHERINGHAM 


artist, Tom W. Armes is a native TWIXT SEA ANO PINE 


ca A : . 
x t = . , ; : v 4 Gute free from Town Chart, Sherugham, Mortem 
; Cis A : of Sheringham im —_— en 
: 2 oat , These four post three of = 
: which are shown he ive been 
REDUCER : a a ee tt] ee commissioned by the blic rela- A typical summer scene was 


Copies of objects, posters, art-work, exc. [ne : A tions and publicity officer of the chosen by Tom W Armes for 
can be made to any reduced scale. Trouble : a Eastern Region this Sheringham poster 
free and economical. Portable and com- - 

pact, weighs only 12 Ib., size 12° x 11° 
The SUPERSCOPE can be operated in 
conjunction with or independent of the 
SUPERSCOPE ENLARGER. The com- 
bined model illustrated forms a complete 
unit and allows every angle of a job to be 
undertaken 


Details from 


SUPERTOOLS(i951)L td. ASSOCIATION Posters have gone wu; n the site of a former railway station in Lord 
Delta House, 0 Pauconberg Rd., Chiswick Street, Southport, wi has been converted into an omnibus stati on 
London, W.4. Chiswick 0384 hy Ribble Motor ices Various amenities are being added 
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Photo-electric device 


aids sheet counting 


IX folding machines in the matically the number of sheets 
printing works of Ernest J folded by each machine The 
Day and Co. Ltd. London. ‘Stallation was carried out by 
W.1, have now been equipped the General Electric Co., Ltd 


with photo-electric counting A beam of light ts projected 
- vertically upwards through a hole 


devices, which record auto- n the machine table so that it 


falls directly on to the photo cell 
When a sheet passes through the 
machine. it crosses this hole and 
interrupts the light beam This 
causes a small variation in the 
current through the photo-cell. 
which, after amplification in an 
Osram L63 triode valve, operates 
a relay , this in turn operates the passing through If. to avoid with the sheets, they tend to be 
counter on the side of the _ this, the mechanical counter c unreliable when dealing with thin 
machine set to operate by direct ¢ , or soft papers 


Three of the six photo-electr equipped folding machines at th 
printing works f tJ. Dav & Co, Lid 


Continuous counting avoided 


Say See apie Advertising guide for Africa 


count up to 4,000 sheets per African Press and piece of work 
hour, the maximum number that @77Ma), Sptainave from ue ; The publishers claim it to be 
this type of machine can handle ce 25s the only reference work of its 
It also has the advantage that it continent of Africa. » kind and the aim is to help in 
counts the number of sheets its rapidly increasing | dustrial and commercial execu 
directly Mechanical counters lation of 200 million, its tives by providing practical 
are not always satisfactory in this stant economic progress, and t information concerning 47 
respect since, if they are operated rapid development of s¢ African countries and neighbour 
The upper circle encloses the off a reciprocating part of the constitutes one of the ng islands It is particularly 
photo-cell, and the lower one the machine. they will continue to biggest potential markets f valuable to exporters who need 
counter count even when no sheets are those reasons this is a va details of advertising factlities 


It’s a good job 
we asked NIM along! 


Catalogue, showcard, 

leaflet or packaging 

as long as its production 
involves the use of 

some kind of paper or board, 
you will find it pays to call in 
Spicers Paper Consultant 


at the planning stage 


Speak to GS 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC, 
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Selling in 
the United 
States 


By ADAM JOHNSTONE. 
Marketing Consultant 


TF one is armed with a com- 


plete understanding of 
what the Americans expect 
from a salesman it is much 


easier to sell to them. 


It is, of course, impossible to 
generalise on this subject because 
different products passing 
through varying channels will. 
to a large extent, raise problems 
of their own. But the principle 
of the buyer being sold as op- 
posed to the buyer making a pur 
chase holds good in ever, 
If this principle is 
half the battle is won. The tech- 
niques will vary according to 
trade and distribution channels 
but the principle will not alter 


Any prospective British ex 
porter, even though he be the 
managing director himself, would 
do well to read some American 
books on salesmanship and dis- 
tribution They are the books 
which have taught millions of 
Americans to sell to their fellow 
countrymen and should. 


Case 
understood, 


there 


tore prove useful to somebody 
trying to sell to Americans. [t 
should be added, however. that 


many of the systems which are 
taught in these books and which 
are so successfully employed in 


the United States and also 
Canada frequently do not work 
in other 


countries including 


this country 


Reared on statistics 
The American 


business man 
has been brought up on statistics 
and US markets fo: every sort 


of commodity 
well documented 
moreover, 


are remarkably 
On the whole 
American 
are very keen 
any way in 


Dus nesses 
[0 ©O-Operate in 
Order to get an 
accurate measure of the markets 
and cheerfully submit figures and 
facts for the benefit of the trade 
as a whole when asked to do « 
with adequate guarantees wh 
are faithfully observed by 

census takers We 
have not yet 


ch 
the 
in England 
realised, as 
Americans have. that 


formation to some central bod) 
Or trade institution jis of great 
help to the individuals concerned 
and is not the menace fh 
often purported to be 
Trade magazines can be of 1 
markable help to the exporter 
concerning the market for his 
products. Local newspapers wil! 
often provide a mass of data on 
their own particular district and 


the 
giving n 
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CUT-OUT LETTERS ‘| 


displa y 
lettering 


Cut-out refief lettering. ready gummed, 
faces. Range of sizes 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Rood, London, W.!! 
Tel. PARK 9431 


eee | 


iat CHISWICK 6060 } 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 6241 


DESIGN 
DISPLAY 
EXHIBITION 
SILK-SCREEN 
PHOTOGRAPHY 


ALL THE ABOVE 
SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.1!9 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.I! 
Tel. Nos. Bettersec 5300 & 4886 


BASSEIN HOUSE 


DISPLAY BASSEIN PARK RD. 
UNITS IN | LONDON - W-i2 
PLASTIC iemnine 


& METAL a 


692 


EXHIBITIONS & DISPLAYS 


U.K. DISPLAY SERVICE 
Crepe Paper Window 
Dressing Contractors. 


$3 OLD SOUTH LAMBETH ROAD, $.W.8. 
RELiance 4848 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 


of 
ADVERTISING & DISPLAY 
MODELS 


SINGLE OR QUANTITY 
PRODUCTION 
» RUBBER LATEX 
la, THE WALDRONS, 
CROYDON, SURREY. 
Phone : Croydon 1343 


CRAFTSMEN BUILT 


EXHIBITION 
STANDS 


DIGBY'S 


| nee ROAD. HAMPSTEAD NW 3 GUL 3318 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER IS 


BLACKFRIARS 0856 
OLD HANDS WITH 
YOUNG IDEAS 


_ SIGN-WRITING 


PERMAC SIGNS 
328 BRIXTON ROAD 
SIGNMAKERS & WRITERS 
SILK SCREEN PRINTERS 


1628 


“ 


TELEPHONE BRIxT 


OUTDOOR PUBLICITY 
3o - ANIMATED: PAINTED 
WE 


The Service... 
RUSSELL SIGNS 
3 FETTER LANE, £.c 4 (1D 


CEN 2955 - REL 2142 
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ADVERTISING NOVELTIES 


The Latest NOVELTY in DESK DIARIES 


CALENDIARY recs. 


Please ask for details of this and our 
LARGE RANGE of ADVERTISING GIFTS 
ANGLO FANCY PRODUCTS LTD 
Manufacturers 
266, Belsize Road, N.W.6 
Telephone MAI 0867 (3 lines) 


PLASTIC WELDING 
Wallets, Note Books, Cases, 
Price Lists, Tool Kit Cases, Book 
Covers, etc. Made to customers’ 
requirements. 


CITY SUPPLIES COMPANY 
(Advertising Gifts) 
36 Copthali Ave., E.C.2 
NAT. 8253 


* 


ad. mgr. SZ 
ey 


. . . and pats head of Account 
Executive, who thought of 
“Gartex” advertising balloons. 
They're always before the 
public's eye, reminding . . . selling 
... Swelling sales. Your ‘‘Gartex” 
order is printed to sell your 
product. For details, write: 
Sales office, Young & Fo 


blows up... 


Rubber Co., Ltd., Garfield 
Road, Wimbledon, S.W.19. 
* LIB 6281-5 


badgered 
about 
badges 


miroguce your 
representatives 


| 
— 
by means of 
RODEN Bacges 
Amongst the largest 
crowd your representatives 
denufied f they wea a dutrceve 
Samples in silve 
leatherette, ce 


om request 


fa 
ril 
AND SON LIMITED 


55 HATTON GARDEN, LONDON, EC! 


Telephone | HOLBORN 0139 


PROCESS ENGRAVERS 


PHOTOCRAPHY BLOCKMAKING 
4 
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FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 
SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ex 


693 


COMMERCIAL ARTISTS 


HYPNOCOLOR 


Aimitted 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Dr. Johnson's House) 


Telephone: CITY 2787 


LICENSED DAY-CLO PRINTERS 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 


SILK 
SCREEN PRINTING 


Lorge or smo// quantities 
on any material 


w.c. 


ARCHWAY 252) 


WHEN YOU GET 


36.NORTH RD. 
YORK WAY, LONDON.N7 
~WNORTH 3327-8~— 


MENT: 


cOmPany 


RAYSIGN WORKS 
DURHAM ROAD. LONDON. N.7 


NILA SCREEN 


LETTERPRESS 


A powerful combination for 
long or short runs of colour 
printing. Any Material 


OBELISK PRESS & MGNSLTD 


Myron Place, London, S.E.13 
Lee Green 6133/4 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
ef course! 


GEORGE HALL (Sales) LTD. 
m Wellington Road, South, 
Stockport. Tel. STO 3375 


COMMERCIAL ARTISTS 
ART DIRECTORS 


Consider 
EDGAR NORFIELD 


for your next humorous campaign. 
His work is versatile and imaginative. 


Contact 


Forum Art Service Led 
Terminus 220! 


IDEAS & ARTWORK 


‘BUCK’ 


35, STONARD R® 
N.13. 


PALmess Gaeen 8846 


SERVICE 


“avira 
A ARTISTS / 


4 
a 


KEYSTONE HOUS: 
4-7 RED LION Ci 
LONDON E.C.4 
Telephone CEN 626 


Uy 
The most complete 
Art & Photographi: 
service for Agencies 
under one roof 


al 


118 Park St., W.! 
Mayfair 4316, 5530 


INDIVIDUAL ARTISTS 
(London) Ltd. 
1A, PHOTOGRAPHIC 
Led. 


~suieee” 
TODOR AAT AGENCY 11D 


representing 
FREE LANCE ARTISTS 


| PRRNIVAL STREET, LONDON, £.0.4 
MOL bern B84) Chancery 2808 


SOSSESSSSSSSSSSHSES THESE HEHEHE H EES 


VERY RARE 
‘ photographic ’ 
RETOUCHING 
o ‘natural’ retouching 
essential to good advertising 
Phene: CHAncery 3902 


SMH 


2 Doughty Street, W.C. | 
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SELLING IN THE 
UNITED STATES 


—continued 


will also go to great lengths to 
help advertisers in their area of 
circulation at no extra cost to the 
advertiser. Frequently they will 
mail full particulars of the pro- 
duct and the campaign to all 
potential retail outlets and even 
go further and spot check distri- 
bution and sales and provide de- 
tailed reports of the campaign's 
progress 


Wealth of facts 


Nearly every national maga 
zine has its own research staff 
which, although it is primarily 
concerned with showing the ad- 
vantages of advertising through 
its media, also makes available 
a wealth of facts which are or 
should be of great help to the 
exporter. The magazine pub 
lishers are wise enough to give 
this service even though there 
is NO apparent prospect of adver- 
tising with them. 

So far as the actual advertis- 
ing of British goods is concerned, 
the general rule of when to ad- 
vertise does not differ in any way 
from that accepted here—i.c 
advertise only after satisfactory 
distribution has been obtained 
Many would-be sellers of the 
merchandise concerned will in- 
sist that advertising is essential 
before distribution and generally 
they insist because it 1s casier to 
sell the product that way. It is, 
however, wise to make any ad- 
vertising conditional upon ade- 
quate distribution first. 


Co-operation of radio 


It is also as well to confine a 
product to within a fairly small 
area and once having organised 
good distribution, seek the co- 
operation of the local radio, TV 
station, or local paper and carry 
out tests with whatever medium 
is chosen. This choice is not casy 
So much depends upon the pro 
duct, the margin of profit, rate 
of turnover and the available ap- 
propriation But the secret of 
making a wise choice is to study 
the relative advantages on the 
spot after having obtained reas 
onable distribution, and consult 
ing the men who sell your pro 
ducts to the consumer, and thus 
get a fair cross section of opinion 
Later, when the product is estab 
lished, one will find the choice 
easier to make. On a limited 
budget it will be found that the 
choice will vary from district to 
district—-TV being more suitable 
in some areas and radio or press 
in others 


When it has been decided that 
the product should be advertised 
there is vast scope for really 
creative advertising 


Much greater attention is given 
in America than here to deciding 
exactly what is required of the 
advertising. Generally it is true 
to state that advertising by itself 


@ Continued on page 695 
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DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed Write or phone 


E. CHRISTIAN & CO. LTD. 


63 $+. Paul's Road, N.1 
CAM 2661 


J: LISHED 1642 


you J. 3 ee PACKING 


or 
— SON eer 
am EPWORTH s1.,.9neen,f e.2 


mONer 


| SPECIALIST TYPESETTERS | 


——,_ 


James C. Joyce | 


The Specialist 


Typesetters 


tereotyping 


154 Clerkenwell Rd ECL | 
TERminus 7124 & 4308 


— — = | 


Prints 


Write or Phone | QUANTITY 


SIGN-WRITING 


pelt ELGar apn 


68.CRAVEN P® Pog nwo 


@ Continued from page 693 


PHOTOGRAPHIC PRINTS 


nz =<o 


1000 000 


PHOTOGRAPHERS PHOTOGRAPHERS 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


CENTRAL 5300 or 7921 


Photographic 


ANY 
SIZE 
ANY 


photowo ale. 


€ LILYWHITE LTD. 


Pret Yorkshire. Phone: 1240 


73 BAKER STREET, LONDON, w.i 


Phone: WELbeck 0938-9 


Puastic 
Disptay 


[nits 


FOR QUALITY DISPLAYS AS ABOVE 
26 Charing Cross Road 
London, W.C.2 Tem: 0397 


COLORGRAPH 


Colour Photography 
for Advertising, Point of Sale 
Showcards and Calendars 
* 
COLOUR LIBRARY 
Studio and Location Shots 
Transparencies and 


Colour Prints 


8, BREAMS BUILDINGS, CHANCERY LANE 
LONDON, E.C.4 


GHAncery 3416 


Yours to command ... . for 


SERVICE & QUALITY 


R. FOX LTD. 


OF HAMPSTEAD 


*“**-. 


PHOTOGRAPHIC 
ENLARGEMENTS 


ANY QUANTITY AND SIZE 
BLACK & WHITE OF COLOURED 


or as TRANSPARENCIES 


EXHIBITION 
none ncepepenhdeaacen 


SILK SCREEN 
PRINTERS 


Tel. HAM 986! (5 lines) 


6 HAMPSTEAD HIGH STREET, NW} 


ART & PHOTOGRAPHIC 
TO AGENCIES & AC 
GER. 7934 


SERVICE 
VERTISERS 


23, GOLDEN SQ@. LONDON, W.!. 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


ULLENEPLPAN GO 
LTD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 
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PHOTOGRAPHERS 


See Ware about 


Publicity Pictures 


with @ news angle 


ACK WARE (Acwpaes) LTD. 
28s Basinghall St. London. E.C.2 


Mi Tmpehten VM? 


LONDON ART SE 


PHOTOCRAPH 


| COMMERCIALL ADVERTISING 


PHOTOGRAPHERS 


A DMOTOCRATNY 


Palmer! Publicity 
\ Lr igh Street, Epsom, 
Pao EPSOM 


BLOCKS & DIES 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking of 
cerd of plastics Bronze cutters 
for cut-outs. Cutter crush dies for 
thowcards, etc. Steel dies for motels 
“OBBS & AYCKBSOURN 
14 CLERKEMWELL GREEM. E.C.1 
CE 6474 ft over 40 yearns 


MISCELLANEOUS 


FORTY 


mmousano PHOTOGRAPHS 


of Horticultural Interest 
communicate with 
REGINALD A. MALBY & CO. 
19 CHELMSFORD RD., WOODFORD, 
E.18 
BUCkhburst 0222 


A Stock Photographic 
Library of Britain 


for Agents and Advertisers 
RING UP LEY 2700! 


THE MUSTOGRAPH AGENCY. 
496 HIGH ROAD, LEYTONSTONE, E./! 
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SELLING IN THE UNITED STATES—continued 


is not enough. The greatest pos- 
sible value must be obtained from 
the appropriation and the greatest 
effect obtained In order to 
accomplish this. the advertising 
must be properly merchandised, 
which is to say that every single 
person in the chain of distribu- 
tion to the consumer understands 
fully the extent of the advertising 
programme, what it is hoped to 
achieve by it and how to get the 
most out of it 


Co-operation of dealers 


This merchandising of 
advertising 1s 
greater lengths 
country Dealers 
understand it and 
co-operate 
enables 
turer t& 
results from 


the 
carried to far 
than in this 
more readily 
are anxious to 
and this co-operation 
them and the manufac- 
obtain the maximum 
the campaign 


In fact, dealers will frequently 
tie up their own advertising with 
that of the manufacturer, thereby 
idding weight to the publicity 
In a well managed promotion 
editorial help can also be 
btained There are dozens of 
ways in which an experienced 
narketing expert can increase the 
value of the promotion at practic 
ally no extra cost 
4% are always keen to get 
i manufacturer to contribute to 
wards their own and 
nany tempting made 
to extract part of the cost of the 
advertisement 


advertising 


offers are 


The argument is generally 
convincing but one should be 
exceedingly careful in respect 
of co-operative advertising. 
There is a law. called the Rob- 
inson-Patman Act, which can 
be invoked. In brief, the act 
States that what is done for one 
dealer in the way of co-opera- 


tive advertising can be claimed 

by any or all dealers. 

One of the biggest difficulties 
in selling adequate quantities of 
merchandise in the US market 
is the preservation of the en- 
thusiasm of the man on the spot 
who is, after all, 3,000 or more 
miles away It is very easy to 
think that more should be done 
by that man when one sits in an 
office on this side of the Atlantic 
and it is impossible to visualise 
the difficulties and discourage 
ment which can be taking place 
on the other side of that ocean 

The intense competition in the 
US market involving a constant 
fighe fi the dealer's shelf or 
floor space makes it essential for 
the agent to keep on his toes, 
complaints must be remedied at 
once Buyer resistance must be 
countered by salesmanship. En 
couragement must be given 
when and where needed. A slight 
downward trend in sales in any 
area must quickly be investigated 
and before a_ slight 
curve becomes a steep drop 


corrected 


Frequent visits essential 


All this puts a big burden on 
the shoulders of whoever is 
responsible Generally, he has 
only the manufacturer to look to 
for ragement and a letter 
which comes three days later can 
be cold comfort in difficult times 
Furthermore the _ transatlantic 
telephone has not yet reached the 
Stage of perfection when it can 
be relied upon at all times for 
ease Of conversation and reason 
able cost Frequent visits by a 
senior executive of the manufac 
turer's staff are essential to the 
success of the venture, and that 
executive should have the neces 
sary authority to take any 
thought advisable 


encou 
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Milk at the bar in Scotland 


Drint 
1 full siz 
Show 


more milk 


iildhouse 
uwtention Mr 


the mpany 


campaign 


{idhouse also 


of Scott 


; 


which is being conducted 


¢ working milk bar was ¢ stablished at the recent 
Designed 


of Mather & Crowther Lid 


jor the Scottish Milk Marketin 
. it commanded 
ened a stand at th« 


des 


th Cheesemakers Ltd 


The 
Big Puff 


THOMAS WHITESIDE 


"7 
4 

4 

, 
4 

4 

4 

, 
4 

4 
4 
4 
{ 
4 
annnnnmaannnas 


“The author transports 
the reader on a number of 
excursions into the ballyhoo 
of American high-pressure 
advertising in magazines, 
radio and television 


“It is a funny book and 
yet at the same time it is 
brilliantly serious. It gets off 
to a fine start with a first 
chapter giving the fantastic 
saga of the rise of the ball 
point pen. But it is to the 
chapter on television com- 
mercials that the Britis! 
advertising man will be drawn 
as a pin to a magnet = 


Advertiser's Week! 


Illus. 10s. 6d 
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SPRING PRINTING 
don’t wait till the last minut 
Phone: Slough 21239 
Folders, leaflets, catalogues 
quantity in many colours I 
creative printers can handle the 


GROVES, BRODII 
& COMPANY LIMITED 
Publication and Genera! 

Letterpress 
WINDSOR PRESS 
Trading Estate 

SLOUGH 


THE 


b WOWCARDs 4 


CARDS STREAy 
A SOSTERS aN 
TO ANY s; 


OPEC tf-—N 


SILK SCREEN ARTS L? 


97 SHIRLEY ROAD CROYOON 


4001scomeBe 


HIGHEST GRADE 
CLEAN » CHAP 
CRAST MAN tH? 


3147-8 


SPEEDY SERVICE 
) EXPRESS 4 
DELIVERY 


ADVERTISER'S WEEKLY 


THEATRE & 
EXHIBITION 
CONTRACTORS 
LIMITED 


26, PROGRESS WAY, 
CROYDON. Phone 2624-6 


Specialists in Exhibition 
Feature Construction, 
| Stage Decor, Scenery 


Why not put your TV 


Feature or Exhibition— 


ON ICE! 


We have complete equipment 
available as supplied to 


RADIOLYMPIA 
RADIO EARLS COURT 
DAILY EXPRESS FOOD FAIR 
No. | THEATRES 


R. FOSTER & CO. (DISPLAY) LTD. 
Ist AWARD 


IN THE ANNUAL D.P.S.P.A 
COMPETITION 


FOR OUTSTANDING 
TECHNICAL ACHIEVEMENT 
OF THE, YEAR 


* 
SPECIALISTS IN THE PRODUCTION 
OF 


ADVERTISING DISPLAY 


& PAINT TRANSFERS 
R. FOSTER & Co. (Screenprint) Ltd. 


Eccleston Rd., West Ealing, W.13 
EAL. 2924 TELEPHONE EAL. 2620 


MUL-TYPO 


PRINTING COMPANY LIMITED 


(Incorporating the Postal Advertising 
Com peny) 


Facsimile and Generel Printers 
Vori-typing Specialists 
Ribbon * Lithography * Letterpress 
143 WEW BOND STREET ~LOMOOR W) 
MAYFAIR (628 
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To Newspaper Proprietors, Advertising Agents, etc. 


Urgently wanted 


Scrap Metals 


OLD FOUNDERS TYPE 
ELECTROS - STEREOS 
ZINCOS - BRASS RULE 
HALF TONE COPPER 
LINO, STEREO & MONOTYPE 
DROSSES - collected by our 


transport 


PROMPT CASH SETTLEMENTS 
Personal attention assures satisfaction 


HARRISON’S 


Smelters and Refiners to the Printing and Alled Trades for well over 50 years 


E. J. HARRISON LTD. 
Foundry - Mill Green Road - Mitcham 


Telephone: 2231-1881-4054 
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1985 


THE GRAPHIC ARTS 
—a weekly news survey 


CONDUCTED BY 


LUDLOW TYPE MAN 
HEADS WORLD 
CONFERENCE IN US 

OBERT HUNTER MID- 
DLETON. director of the 
department of typeface design. 
Ludlow Typograph Co., Chicago, 
is chairman of the executive com- 
mittee of the 1955 International 
Design Conference to be held 
from Monday. June 13, to Satur- 
June 18, at Aspen. Colorado, 


conference will give in- 

formation about design to indi- 
viduals. organisations and agen- 
cies A permanent organisation 
spreads publicity for the better- 
ment of design among artists, 
educationalists and manufac- 
turers 

Among chairmen of standing 
committees are advertising men 
such as Jack Roberts of Carson- 
Roberts Advertising, Los An- 
and many designers and 
consultants 

Well known as a type designer, 
Mr. Middleton has originated no 
than 72 typeface series, in- 
cluding such faces as Tempo, 
Radiant, Karnak, Delphia, Man- 
date, Stellar, Umbra, Eden, Coro- 
net and Ludiow Garamond 

Those interested in being added 
to the Conference mailing list or 
n attending the 1955 session 
should write to: International 
Design Conference, 220 South 
Michigan Avenue, Chicago 4, 
Illinois. USA 


geles., 


less 


the most remarkable 
arts publications in 
produced annually 
under the title of 
Noél Last year s 
devoted to typo 
caused quite a stir 
printing and advertis- 


ph c 
world ts 
France 


was 

and 

British 
ng circies 
Now Caractere Noél $4 has 
een published, and this has been 


ROGER DARCY 


The heading to this new feature 
is set in Minerva, a new classic 
roman typeface issued by 
Linotype & Machinery Ltd. li 
has been designed by Reynolds 
Stone, CBE. the well-known 
engraver 

Mr. Stone not only 
siderable 
graver of 


has 
reputation as 
letiering on 
but has recently cut 
excellent monumental 
tions on stone and slate 
He is known to the advertising 
profession, however, more for 
his designs for the title-piece 
for The Times, and nameplates 
for such f firms as 


a con 
an en 
wood, 
some 
inscrip- 


famous 
Dolcis and Browns of Chester 

Minerva is his first typeface 
design, and shows both the 
artists preference for the 

roman letter form and 
his ability to modify it without 
any departure from a high stan- 
dard of artistic integrity. Min- 
erva is in direct line with the 
earliest roman forms, combin- 
ing simplicity with beauty, and 
should be very useful for the 
highest grades of advertising 

The first founts completed are 18 
and 24 point. The 30 and 36 
point are to follow shortly and 
later the 42 and 48 point capi 
tals. The face is made in dis 
play sizes, both roman and 
italic 


classic 


From time to time the heading of 
this feature will he set either in 
a new or some enduring dis 
play face and a description of 
its origin and its desiener will 
he added 


This book 


devoted to photography It is, 
in fact, impossible to describe 
these productions fully, except to 
say that any person connected 
with creative ideas in the fields 
of the graphic arts and publicity 
cannot afford to ignore them 
Under the editorship ol one ol 
the most creative of French 
typographers, Maximilien Vox 
(who recently devised a new and 
revolutionar system of type 
classification), Caractére Noél is 
1 publication, the like of which 
is never produced in this country 

Caractére Noél 54 is a 
operative production and shows 
off to the full the brilliance of 
French typography, photography 
and printing Part one deals 
with type in relation to phot 
graphic techniques; part two 
gives the point of view of the 
public (asking who, in the last 
resort, judges photography 7) 
part three deals with aspects of 
the photograph; part four the 
point of view of the publishers 
part five that of the typographer 
and the final section the point of 
view of the printer 


Reynolds 


signer of 


Stone, de 
Minerva 

here at work 
engraving 


is Seen 
on an 


ADVERTISER'S WEEKLY 


Special education feature at 
printing machinery fair 


SPECIAL feature of t! 
Tenth International Print: 

Machinery and Allied Trad 
Exhibition (IPEX), which is be 
held at Olympia from July § 
will be a printing educat: 
section, 

This will dramatise the s 
of printing trade education 
is likely to be called “Training 
To-morrow.” It will be sp 
sored by the industry's k 
Industrial Council and the A 
ciation of Teachers of Prin 
and Allied Subjects, and 
depict something of the b 
ground of apprenticeship tram 
and the development of pri 
education A booklet is t 
produced describing the feat 

Attendance at IPEX (th 
international printing 


show 


will give you 


The reproductions ire sin 


superb—in particular the co 
photographs Printing, of 
highest order, is on all kinds 
types of paper, and the wh 
volume is a repository of ide 
for the advertising product 
man Monsieur Vox gives t! 
reader an extract from his fort 
coming publication, Mort 
Gutenberg This foresees 
end of metal type and the 
day of photocomposition 
hence more flexibility in 
handling The cover of 
book is shown, and this in its« 
shows the remarkable Ga 
ind incisive graphic wit of M 
Vox He 


his new 


also contribute 

feawre which should app t 
ill those who have trouble with 
foreign languages. By the use of 
simple diagrams he shows how 
one may write down 
which will convey 
understandable to all 
This 
nouns, but 


symbols 
messages 
loreig 
t merely nclude 
He shows 
Waiter 
ind wake 
lock.” 


does no 
verbs too 
might 
please clean my 
me with coffee at eight o'c 


how ne write 


shoes 


Britain since 1937) is expected to 
be very large. Big delegations 
are coming to this country from 
America, the Continent and the 
Commonwealth 

Revolutionary machines will be 
on show from many countries 
These will include big develop 
ments in the offset litho field, and 
new presses. Visitors will have 
the opportunity of judging the 
performance of the various elec 
ronic auto-engraving machines 
from the USA, Germany, France 
and Switzerland 


ON OTHER PAGES—Photo- 
electric device aids sheet counting, 
691: BEMP  § tayout contest 
results, 704. 


quite a lift 


He also 
I ivabo, 
€ aractere 
work 


has little diagrams for 
bidet et baignoire 
Noel is always a 
great of art, and no less so 
this year. Though this particular 
volume is devoted to photography 
(and the examples are a delight 
to sec) nevertheless the typo 
graphic and printing side are 
worthy of study The end papers 
lepict some of the three-dimen 
sonal ceramic characters which 
M. Vox has developed, and the 
cover, as can be seen. is most 
unorthodox. But over the 
wrapper of transparent 
material in which hand lettering 
mn white has been printed 

Not the least of the wopderful 
things in book are the 
examples of work by various 
leading printers which will excite 
considerable idmiration 
from those whose work in 
is of the best 

Copies can be ordered through 
iny good bookseller, but in case 
of difficulties those interested 
should write to Compagnie 
Francaise D'Editions, 40 Rue du 
Colisée, Paris, VIII 


cover 


is ‘ 


this 


even 
this 
country 
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RALPH (‘SCARLET PIMPERNEL) JUDSON. 


SELDOM can one man have been | : t : 

given so many hearty farewells on | Radio Times revenue from £100,000 
retirement as Ralph Judson, head to £3 million a year, while circula- 
of the BBC advertisement depart- | tion has soared from 700,000 to 
ment until a few weeks ago. 8,700,000. 

| As Ralph bade a final goodbye, 
{ think I can recall four © Tom Henn, his successor, played 
uncheons in his honour, the last the piano as the guests sang “For 


the Dorchester on Thursday. He's A Jolly Good Fellow.” 
viven by BBC Publications and 


ittended b any advertising 
me “— Gouna y= “Hubert Worked her way 
Oughton, chairman of Crawfords round the wo rld 


ind a vice-president of the IPA. E 

° aS ee , “XPONENT of the techni f ’ . ; 
R. — a ons . "G eo working one’s ee vened a P. J. Watkin and Mrs. Watkin (left) being greeted by H. F. Overy, managing 
ad ps BBC Publications. did the World is Miss Beryl Scott, of Alfred director of Willings Press Service Lid., and Mrs. Overy at the WPS dinner 


verbal honours and reiterated his Bates & Son Ltd. Eight months and dance held at the May Fair Hotel last Friday. 
former colleague's impressive cata- 980 She decided she had saved He works under Singapore's PRO. 
ee = poor add oe es sufficient money to cover her fare Call for young Geesme G. wlll 
to Canada. A week after arriving 3 ~ralt: a Fil h 

Mr. Judson began his business 3 , Gq Mr. Peralta is a Filipino who 
sreer in Russia es left when the a page ne - had ~-_ a job blood studied medicine at the jaiversity 
Jolsh 5 ted the . ¥ an 8 Tanecies agency. mm epic iE : f the Philippines in Manila. Later 
Bolshevik started their revolu of the financial set-back incurred ONE objective of Eric N. Burleton of (ne PP 


onary terror and joined the British 


~- durin is chairmanship of the on he went to New York and took 
Army in the First World War. He Se es Seen, Bie British Sales Promotion Association his diploma in sociology and social 
ft his parents behind, but got to cover the cost , a few days in #5,t© bring some young blood into it service administration at —— 
em out later something lke New York before returning to The Association, he tells me, has now University. He then worked for a 
Scarlet Pimpernel,” said Mr. England on the “Queen ary. some very live members, particularly year in Westchester, County C rimi 
9: She is now back in her old job with on the agency nal Court as a probation officer 
j radio telegraphy, philately, Bates, but hopes to leave for side, as well He ot his man 
onomy all interest Ralph Australia in five months’ time. oe oe -? g : 
ludson, and he is a recognised This trip will not be entirely busi- ing sales di- —by accident 
ned expert in them all ness: Miss Scott is to marry an rectors and 


sales pro- SEVERAL months ago Charles 
notion mana- Graves, part owner. editor and 
gers; but many publisher of 208 and View maga 
these are, zine received a learned technical 
fcourse,men article from a radio “ham” named 
of mature Alan Chinnery. He was so im- 
years. pressed he got him to write a book- 
Mr. Burle- jet entitled Better Listening to 

m himself is Radio Luxembourg. 
only 33. He Mr. Graves did not actually meet 
started with Mr. Chinnery until three weeks ago 
™g’ nD, We Lintas on the = jt happened at the offices of Will 
4 Ve IEN 7 creative sid€ jing’s Press Service where Mr 
— 7 before the war then. after RAF Graves is also TV and radio execu 
Y Y service as flight-lieutenant in Coastal tive’ He happened to hear that 
uO VOU MENT Command in the Middle East, he there was a Mr. Chinnery working 
« « 4 joined Armstrong-Warden Ltd., pro- in their classified advertising de- 
| gressing through typography, produc- partment. “Any relation? "’, asked 

tion, and account execui:ve work to Mr f 


B none of his achievements Australian to whom she became 
ve exceeded that of building up engaged while in Canada. 


ADVERTISING MANAGER’S CORNER 


: jraves. “I am Alan Chin- 
Many a window display notion that set the shop-door _ ge —— nery gy reply. 
, . : as , _— = : . director looking alter sone nationa Now Alan does not do so much 
bells jangling fifty years ago couldn't raise a ping in a accounts. He, foals ' t agencies woik tn Gee “emails” Gupesteneat 
_~ P on > - - . , P Cc j ce t “4 4 - > 2 £ 
whole row of cash registers today. But every now and with maanaiien aad enics ceematicn. ner on borne Se — = 
then we come across 4 museum piece that has remained pe ag a —— ; - — ing 
ae i 4 ¢ x ’ Fy tunities for studying es rends y 26 he has passed several ex- 
in circulation because nobody in the office has the pluck and developments in merchandising i ations covering the technical 
to tell the Old Man the truth about it. But why not side of —y oy Oy my ne own 
. transmitter from his home at c - 
. . . ach ? 4 ° a . 
make a diplomatic approach ? Just drop a hint to Handles six fal rs ford. N act 
di ‘ ‘ i ibi > date. ; ‘ CONT 
Harris and ask us to bring the grim exhibit up to date every year , 4 I 


Once the boss sees how sympathetically we've handled his ene ; ~ is 

. ° u . on a tour n ths intor- 
old friend and how much better it looks as a result, mation training course { ; informa 
he'll be around to Kingly Street for a face lift himself. tion Officers, organised by the 


Colonial Office and Central Office 
of Information, is Paal Peralta, 


WEEK'S WISECRACK 


~ 


_. : xhibition officer for th. Singapore 
distinctive showcards, clever cut-outs by cullie edietions Giice. Seat tal 
ing the office in 1945, five days after 


the Colony had been 1) ated from 


the Japanese, he has ‘raged six 
major exhibitions a \: One of 


the biggest was last rs Safety 
First Exhibition, which was seen by 
THE FIRM WITH EXPERIENCE ane ree ae ‘ei 
T Before he left Singapore for his “4 Education in advertising 
; course he worked up to the last is all very well, but our 
moment on a mobile elections : 
t HARRIS ADVERTISING LIMITED, 29.30 KINGLY STREET, LONDON, w.! exhibit arranged for the depart- young men got _ inte the 
a Telephone : REGent 3295167 ment’s public address units. These wrong examination room 


will tour the Colony right up to and they've all been called 
April 2, polling day in the clections ng ” 
for the new Lcgidietive Assembly to the bar. 
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wanted... 


When Mr. Alfred Pemberton, publisher, decided that a pair of antlers 

well in his home at Mobberly, he faced the problem of how to achieve this 

touch. He could go on safari and shoot a pair. He could wait for some antlere 
his lawn. More improbably still, wait for such an animal to walk ast his office 

Instead, with a confidence we like, he chose to put a ities | advertisment e 


Next day, as he travelled down to London, he visualised the paggp tial callers at his o 
thought, be two of them. One would turn out to be the owner of ay hop, the oth: 
He hoped that his secretary would be kind to the earl. During hs: tw@ days ! 
When he walked into his office on the third morning the sight of tw 
panic. The choice of the pair he waned was easy. The pores stp t 
remaining twenty seven sets c@h b est be appreciated if / ever tried to wrap 


The point of this is not thai 
that the Manchester Ev 
paper. It is to remind} 


any other 
family relations#ip ders and paper. When someone 
nts something Wiiieniee hink where to find, he turns to the 
Manchest@ Evegigig News. And (he teaders of the paper treat their fellow readers and 
friends. Twenty cight Sets of antlers had made separate journeys 
from suburban homes to city, and it requires quite a degree of friendship to persuade a 
man to travel to the city by bus, train or car accompanied by a magnificent spread of antler. 


The Manchester Evening News. for more than a million readers, is their personal 

local evening paper, with all the warm-hearted acceptance that such a relationship 

implies. It carries more advertising than any other daily paper in the country, it 
has a readership greater than any other evening paper outside London. More 
important, though, is that it is the best-read evening paper in the North West. 


Manchester Evening News 
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Publications News and Notes 


Silver jubilee of 
women’s journal 


The silver jubilee number of 
Woman and Beauty is a |56-page 
issuc plus covers. well supported by 
rdvertisers A brochure issued to 
mark the event describes the jour 
ial as the “first magazine to recog- 
nise beauty appeal as a mayor force 
in advertising.” It helped “not only 
to creak 1 vast new women's 
market: it helped manufacturers to 
serve this market—and to establish 
that loyalty and confidence which 
are so essential to successful adver 


lising 
The editor writes in the bro- 
chur “I plan to mak Woman 
id Beauty of even wider appeal in 
dres and beauty car Woman 
and Beauty has an unlimited hort- 
zon for inything that really 
inte: is n up-to-date woman Is 
opy for us 
4 ” *” 

Siephen Potter is writing on the 
it of Springcleansmanship in the 
April wsuc of House & Garden, on 

‘ o-morrow (Friday) Other 

nients include a special “Home 
or Budget feature a young 
yupl story of setting up home ; 
nd an article on holiday wines 
from the Jura 

* * 

Blandford Publications weekly 
Freight News last weck was another 
double-size = issuc It included a 
even-page illustrated survey of the 
Por of Bristol The msuc con 
ined 300 column-inches of adver 
sing out of a total of 950 column 
or 


The current issue of Picturegoer, 
dated March 19. is the first this 
year to contain full colour pages 
Of its 48 pages eight are in full 
colour, and of these four are adver 
tisements. There are also 16 pages 
of monotone advertisements 


Times Weekly Review published 
to-day (Thursday) includes a Spring 
Export Survey of British Textiles 

12 pages, fully illustrated and 
supported by advertising 

+ * * 

This month's issue of the Dental 
Record will be the last issue in its 
present form The ownership of 
the Dental Record has been trans 
ferred to the publishers of the 
Dental Practitioner, and from this 
month onwards the journal will bx 


incorporated in the Dental Practi 
tioner. 
* * 

The first issue of Hulton Press 
Lid.’s new journal, The Agricultural 
Review, will be out on May 27. It 
will be published monthly as an 
associate publication of Farmers’ 
Weekly. 

a ~ . 


The Commercial Motor wi!) pub 
lish a “British Commercial Vehicles 
for World Markets” number on 
May 6 

* * * 


A new and reconstituted Dealers’ 
Journal & International Equipment 
Trader is being published by 
Metro Provincial (Newspapers) Ltd 
A new feature is a cealers guide 
H.+« Simmonds, formerly advertis« 
ment manager of Surplus Register 
has been appointed advertisement 
manager 


F. & C. can print it for you 


quickly and well, by letterpress 


and offset lithography ... 


with all our Plant we plan for 


you, with all our Staff we serve. 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, 


broadsheets, 


showcards, 


catalogues, periodicals, 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 
80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) Telegrams ‘Printrade’ London 


When the Standard 
Federation 
of Boys’ Clubs Boxing Champion 
ships at the Royal Albert Hail last 
week, the Hon. Max Aitken 
chairman of Beaverbook 
papers presented the ‘Evening 
Standard challenge trophy to 
Ray Gann, captain of the Bradfield 
Club, Peckham. 
om * - 
The Diamond Jubilee number of 


Golfing, to be published in August 
is to be sent to every golf club in 


Evening 
sponsored the London 


vice- 
News- 


the world The 1 s will not be 
increased 
* * * 


The April issuc of Woman and 
Beauty—the sil bilee number 
will carry 84 pages of advertise 
ments, a record 


New journal's rales 


Rates for the fr controlled cu 
culation Building Equipment News, 


being published shortly by the 
Tothill Press Group. will include 
£19 for a single advertisement unit 


(24 in. by 34 in.). £57 for a treble 
unit horizontal sp (34 in. by 
84 im.), and £76 f quadruple- 
unit (74 in. by 54 . Page size 
will be 13 in. by 94 The journal 
will be circulated t 000 execu 
tives in the building industry and 
allied trades. “Its s function will 


be to tell of what is w.”” States a 
brochure issued by the Tothill 
Group 
7 * * 
Nex week's Woman's Own wil! 


have 80 pages and include a 


16-page supplement week-end 
decorating. 
+ * * 

An cight-page supp ent featur 
ing $2 recipes fron The Archers 
own kitchen at Broostield farm” 
will be included in xt week's 
Woman's Illustrated. 

. * * 


There will be two ril editions 
of Vanity Fair. Th: st will deal 
with new fashions and will be pub 
lished on March 23 The second 
will be published on April 15 

* a * 

The Irish Censorship of Publica 
tions Appeal Board h evoked the 
orders banning the culation of 
Glamour and Picturegoer in the 
Republic of Ireland 

* * * 

The Motor Cycle (Associated 

lliffe Press) is publishing a special 


Easter Number on March 31. con 
gaining advice on tw and three 
wheeler touring plus comprehen 
sive guide to motor-cycle sport ove! 


ne holiday 
+ + + 


Radio Review is being printed by 
the /rish Times’ presses from the 
issue of March 1! All the features 
remain as before, except that it ts 
now six columns to the page. The 


column width is 11) ems 
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We Hear 


Advertisements are now being 
p'aced in American, Canadian, 
South African, Australian and New 
Zealand papers inviting prospective 
visitors to this country to write for 
a new 48-page Guide to Birming 
ham published by the city’s infor- 
mation department. <A __ similar 
campaign last year drew 5,000 
enquiries. 

* * * 


At the beginning of 
sales division of the Aecrograph 
Company Ltd., manufacturers ot 
the Aerograph Air Brush, wil! 
move to new offices in the sank 
premises as the DeVilbiss Acro 
graph Showrooms at 47 Holborn 
Viaduct London, EC1 where 
sales and technical enquiries wil! 
be handled 


1955 


April the 


* * * 
A »5 Haarer. of the House 
Magazine Publishing Agency, of 
Crawley Dowr Sussex has beer 


ippointed sole advertising agent in 
the United Kingdom for Cabma 


Trends, the journal published by th 
Beattie Associates of Toronto on 
behalf of the Canadian Association 
of British Manufacturers and 
Agencies 

Free-lance 


Reginald Barlow. former editor of 
Stationery Trade Review and var 


ditor of The Stage, is now conduc 
ng a free-lance press and publicity 
service 
* . * 
Spalding (Lincs) urban disirici 


council are considering an offer by 
Mills & Rockleys Lid. to co-operate 


in the provision of a garden adjoin 
ing a reconstructed advertisement 
hoarding 


a * * 
To mark St. Patrick's Day, Radiv 


Review Dublin igain sent out 
shamrock in Polythene bags to tis 
clients and friends 

* * * 


Eastbourne Corporation proposes 
to let advertisement spaces insik 
its buses, at an estimated revenue o 
£960 a year, less the amount pay- 
ible to its advertisement contrac- 
tors 


f 


* * * 
Achievement Scintillating Sign 
Lid. have secured a 10-year contrac 
from the Bootle corporation, giving 
them the advertising rights for the 


3%) bus shelters belonging to the 
Bootle corporation. 
* * * 
The Council of Industrial Design 
is to provide a_ display of 


well-designed British products fo 
showing in the waiting room of th 
Commercial Attaché’s office at th 
British Embassy in Brussels 


Any offers? 


Cheltenham Corporation ts inv? 
ing offers for advertisement 
on shelters in its new bus statior 

* * * 
ird of Trade has 
that firms which are 

o make a census of pro- 

urn for 1955 hav 
tified in advance 

wy Advisory Comn 
for the censuses for 1956 and 1957 
has now been appointed 
* * * 

A Bride’s Book on froning has 

been published by GEC, price Is 
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@ Two More MILESTONES atone tHe road oF PROGRESS! 


@ A MODERN FORMAT PRODUCED 
ON A NEWLY-INSTALLED 


32-PAGE FOSTER HIGH-SPEED PRESS 


s RECORD NET SALES 


47,334 


(A.B.C.) 


SOMERSET 
COUNTY 
GAZETTE 


SERIES 


HEAD OFFICE LONDON LONDON OFFICE 
CASTLE GREEN, REPRESENT ATIVE 231, STRAND, W.C.2 
TAUNTON W. A. [ DY Tel.: CEN, 8954 


Fume Ge... os: 


The March 1955 edition of the 


MILHADO RATE LIST 


—the key to ‘export advertising 


giving full details (rates, circulation and readership) of the leading newspapers, weeklies and trade papers in Austria, Belgian 
Congo, Belgium, Denmark, Dutch West Indies, Finland, France, French North Africa, Germany, Holland, leeland, Indonesia, 
Israel, Italy, Japan, Luxemburg, Norway, Portugal, Spain, Switzerland and Yugoslavia 


represented by the MILHADO organization. 


If you have not received the Milhado rate list (March 1955 edition) and you are interested in export advertising, complete this 
form and we will send you a copy free of charge. 


To: Albert Milhado & Co. Ltd., 
140, Cromwell Road, Please send me free of charge, a copy of the new 
London, S.W.7. Milhado rate list. 


Name Address 


Firm 
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‘the Archers’ 


This new advertisement for Cold- 
rator features the BBC radio family 
The Archers.” 


Radio family used 
as theme for ads 


An extensive series of full-pages 
ind half-pages in women's and 
home magazines and leading trade 
journals are to be used in a new 
campaign for Coldrator refrigera- 
tors. Copy will feature the Archers, 
who, the copy claims, “chose a 
Coldrator in private life.” 

Stuart Advertising Ltd. who are 
handling the account, state that the 
schedule includes full-pages in 
Housewife and Woman & Home, 
full-pages and half-pages in Every- 
woman, Ideal Home, Good House- 
keeping and Woman's Own. 
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Current Advertising 


Press, posters and direct mail 


campaign for 

Pye Ltd. have launched what they 
claim to be the “strongest ever’ 
local car-radio advertising cam 
paign. Emphasis of the drive will 
be on outdoor advertising, but con 
siderable spaces in the press will 
also be used 

Spaces in the London evening and 
suburban press, Birmingham. Cam- 
bridge, Belfast, Bristol and Not- 
tingham provincial newspapers are 
being used. 

Direct mail to retailers and 20,000 
mailing shots to motorists in the 
areas are being carried Out. Poster 
transport and press advertisements 
will all claim “No waiting—Pye 
car-radio fitted in two hours.” 

Point-of-sale material which links 
up with the “no waiting” theme has 
been produced and sent to dealers 
Agents are Arks Publicity Ltd. 


Largest spaces yet 


A new campaign for HP Sauce 
started this week with a half-page 
in the Daily Express. The scheme 
will use what is believed to be the 
largest spaces ever for this product 

As well as the Daily Express half- 
page, a 15 in. by 6 column ad. in 
the Daily Mail and a half-page in 
Radio Times are being used. Other 
national daily and Sunday papers, 
London evenings, provincials, 
women’s magazines and trade 
journals are also on the schedule. 
Agents are Mather & Crowther Ltd. 


MARTIN TYAS 


represented by 


ARTIST PARTNERS Lid. 
44a Dover Street, London, W./ 
Hyde Park 9941 (ten lines) 


Pye car-radio 


Record promotion 


for Thermos flasks 


Thermos (1925) Ltd. are launch- 
ing their Jlargest-ever advertising 
campaign next month. Spaces are 
being taken in national Sundays. 
provincial papers and a number of 
general interest magazines 

The scheme will jun from April 
to June and will be directed at 
“picnic-lovers.”” Agents are Hedley, 
Byrne & Co.. Ltd. 
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Agents signed for 


‘Times’ atlas 


Marketing Consultants Ltd. have 
been appointed agents for The 
Times Atias campaign. 

The promotion will use the 
national and provincial press plus 
an extensive direct mail campaign, 
through the Direct Mail Centre 


New Waterman pen 


Heavy advertising in the national 
press and magazines is expected to 
be used by the Waterman Pen Co 
Ltd.. to launch a new type of pen 

The pen will be named Water 
man’s C/F. It is filled by insert 
ing in the barrel a_ transparent 
plastic cartridge containing real ink 

e¢ C/F was originally intro- 
duced in America, where it was 
claimed to be a _ great success 
Agents are Cecil D. Notley Adver- 
tising Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


A. W. PHILLIPS LID., manu- 
facturers of the Phillips No. 1 
and Tuftex tennis balls for Arm- 
strong-Warden Lid. Spring cam- 
paign in London and Home 
Counties 

KEMP'S DIRECTORIES, PR 
account for John Bretton PR 
Organisation 

HOLMAN BROS. LTD. manu- 
facturers of mining and civil 
engineering equipment, PR 
account for Pre and Public 
Relations Lid 

SPONTEX cellulo 
account for Li: 
Services Lid 

DONALD HEALE’ MOTOR CO. 
LTD., for Conr Wykes Adver- 
tising Lid 

W. COLLINS, SONS & CO., LTD. 
notepapers; CLENCH & PAT- 
ERSON, moto wineers and 
agents; SISTFR LAURAS 
SOOTHING POWDERS ; 
NORTHERN IRELAND 
TOURIST BOAR!) for Sommer 
ville & Milne | 

COHEN & WILKS 
raincoats tor G 
Campaign in sc 1 nationals 

BROWNS FURS: URE (the 
George M. Brow iroup of Re- 
tail Furnishers) Commercial 
Advertising Serv td 

NESCO’S = smal! iances, for 
Grant Advertisin d 

A. & M. G. SASSO , distributors 
of Atomic Espres fee maker ; 
PAKOPRAM Lil). for fF 
Sears Lid 

TIMES ATLAS Marketing 
Consultants Ltd National and 
provincial press ar paign 


Campaigns 

SARSON’S VIRGIN VINEGAR, 
using women’s an! general in- 
terest magazines vincial press 
and trade journals (C. J. Lytle 
Advertising Lid.) 

MAJIC beauty pr ation, using 
a full-page in D Skeich. halt 
page in Daily Mi large spaces 


sponges, PR 
Information 


TD. Aquatite 
Royds Ltd 


m other = natior dailies and 
womens maga: (Colman 
Prentis & Variey d.) 

HP SAUCE, usi half-page in 
Daily Express by 6 cols. 
space in Daily M large spaces 
in other natio dailies and 


Sundays. half-pa in the Radio 
Times, large sf s in London 
evenings, prov als, women’s 
magazines and trade press 
(Mather & Crowther Lid.) 
THERMOS (1925) LTD. using 


national Sundays, provincial 
press, general interest magazines 
and trade press. (Hedley, Byrne 
& Co., Ltd.) 

PAL razor blades, using national 
dailies, London evenings and pro- 
vincial press. (Mather & Crow 
ther Ltd.) 

CARPET TRADES LTD., using 
full-pages in colour in women’s 
and home magazines for Wessex 
planned carpets. (Graham & 
Gillies Ltd.) 

WATERMAN PEN CO., LTD., in 
troductory campaign for new pen 
later this year. (Cecil D. Notley 
Advettising Ltd.) 

PYE LTD., using London evenings 
and suburban press, provincial 
papers, poster and transport 
advertising for area car radio 
campaign. (Arks Publicity Ltd.) 

VASELINE brand hair cream, using 
large spaces in London evenings 
for introductory campaign. (J 
Walter Thompson Co., Ltd.) 

CAPE ASBESTOS CO. LTD. 
using technical weeklies and 
monthlies (Taylor Advertising 


Lid.) 

COLDRATOR refrigerators, using 
full-pages and _  half-pages in 
women’s and home magazines and 
large spaces in trade press 
(Stuart Advertising Agency Ltd.) 

SLAZENGERS LTD. using 
national dailies, provincial press 
and general interest magazines 
(T. Booth Waddicor & Partners 


Ltd.) 

JOHN BURGESS & SON LTD. 
fish and meat paste using 
women’s and home magazines 
Punch and trade press. (Dudley 
Turner & Vincent Ltd.) 

BRITISH EUROPEAN AIRWAYS, 
using half-page in the Daily 
Express, \arge spaces in national 
dailies and Sundays, provincial 
press, London evenings and trade 
press. (Colman, Prentis & Varley 
Lid.) 

FE. C. GRAVESTOCK LTD., using 
national dailies and Sundays, pro 
vincial press, general interes 
magazines and trade press for 
New Avenue shoes. (Wills & 
Hepworth Ltd.) 

LIBERTY SHOES LTD. using 
national and provincial daily and 
evening papers, women’s maga 
zines and trade press. (Adams 
Brothers & Shardiow Lid.. Adver 
tising Service.) 

FIREFLY stockings, using selected 
magazines, provincial and trade 
press. (Gee Advertising Ltd.) 

ENDOCIL hormone cream. using 
women’s magazines (Everetts 
Advertising Ltd.) 
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DID THE 
WHITE QUEEN 
SAY! 


(We have our Carroll 
fans in Canada too!) 


COMMANDS ATTENTION 
as probably the most 
closely read woman’s 

newspaper in the world 

@ Readership of 300,000 weekly 

f all nies _§ 7. 
er ee ee Begin at the beginning ...!'’ And every 

e All women's subjects covered —_ . . : 
PUBLISHED EVERY THURSDAY British firm looking for a low-cost selling 
Miss G. E. Careless, Advertisement Manager, | loophole into the ric ii Canadian market should 
arabs pha go - aican begin with the Business New spapers Association. 
Telephone: TEMple Bar 6705-6-7 


YOUR ADVERTISEMENT IN “THE LADY” REACHES . . . 


INTELLIGENT WOMEN OF ALL AGES 


From the 105 brs: 
papers within the 
isolate the small! 
almost exactly that s 
market you seek t 
You'll find cost ec 


Independent quant 


out of five Canadia: 


sional and key ind 


ss, trade and professional 
b.N.A., we will help you 
group which will match 
ement of the great Canadian 
interest. 


iomical, wastage negligible. 
. . 
tauive research proves four 


retailers, business, profes- 
strial men receive one or 


more B.N.A. papers as a matter of course! 


And 95% of these men read them carefully !* 
They'll read your saics message, too. 


Begin at the beginning! Become one of the 
growing list of British firms reaching Canada’s 
rich markets the right way—-with B.N.A. 
publications. 


An airmail letter today will bring you detailed 
information within a week. 


*Research Bulletin 1954 
Available on Request 
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ADVERTISING DISPLAY Ltd. concn 
+ LONDON, WE. 

SHOWCARDS - CUT-OUTS - POSTERS - WINDOW DISPLAYS 


OF CANADA 
«137 WELLINGTON 5ST W., TORONTO. CANADA 
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First international graphic arts 


exhibition 
‘Unique’ claim 
for poster 


What are claimed to be the first 
l6-sheet posters to be produced 
from a Flexichrome original are 
being used for the diphtheria 
immunisation campaign which ts 
being conducted by the Central 
Office of Information 

Kodak's Flexichrome process 
provides a means of producing 
coloured prints of photographic 
quality from black-and-white or 
coloured originals by a _ hand- 
colouring method which affords 
semi-automatic control 

The posters, printed by J. 
Weiner Ltd., are being displayed 
in selected afeas. Saward Baker 
& CK Ltd., are the agents for 
the poster campaign 


Celebration 


The chairman and managing 
director of Temple Press, Ltd., 
Roland E. Dangerfield, will be 
the host at i luncheon at 
Claridges Hotel next Tuesday to 

lebrate the golden jubilee of 
the Commercial Motor 

The guest of honour will be the 
Minister of Transport and Civil 
Aviation 


since 1937 


Advertising artists from all over 
the world will take part in an 
exhibition, entitled “Art and 
Advertising in the World,” in 
Paris next week. It will be held 
in the Pavillon de Marsan of the 
Louvre Palace from Thursday. 
March 24, to Friday, May 8, and 
will feature outstanding examples 
of modern graphic art applied to 
advertising, books and murals. 

Exhibits will range from 
Japanese posters advertising a 
chicken-feed to multi-coloured 
Italian illustrations to sell type- 
writers. 

Sponsored by the International 
Graphic Alliance, the exhibition 
will show works from over 70 
entrants representing leading 
grapbic artists in England, Ger- 
many, Belgium, Denmark, United 
States, France, Holland, Italy. 
Japan, Sweden and Switzerland 
It will be the first of its kind 
since the graphic arts display at 
the Paris World Fair in 1937 

Commercial art, point out 
sponsors of the exhibition, is 
“probably the most living art 
form of our day.” 

Artists exhibiting from this 
country are fom Eckersley 
Milner Gray. Ashley Havinden, 
F. H. K. Henrion, George Him, 
Pat Keely, Hans Schleger (Zero), 
and Jan le Witt 


vie 


GREAT BRITAIN 
in the next few years 


TRADE 


When arranging your next 
nctude the 


| Head Office 
| 


| 
| Still further proof, if required, that the area covered by the Home 
Counties Newspapers Group is still *‘ THE BRIGHTEST SPOT IN | 
Vauxhall Motors and other Luton industrial | 
organizations are spending over £50,000,000 in industrial expansion | 


pao ol 45 = "AT © 
INCH RATE 


75.000 ForW orkers > | 


RECORD SHARE-OUT 
AT VAUXHALL 


Average. £50, Mere Than 
Double 1954 Pigure 


A RECORD ion of £678 BOR, betace tr, oD Be 
* apt ta ThA? geoph eetee Veet 
on therte weeks” 


Sites 


134,352." 


advertising Cimpagn be sure to 


HOME COUNTIES | 
1 NEWSPAPERS GROUP} 


Represented in London by WILL KITCHEN, jr.. 
LUTON Phone 5050. 


131 Fleet Street. E.C.4 Central 1960 | 
van Ted Manager Claude W. Gilder 


ADVERTISI 
DIARY 


Friday, March 18 


NG 


PUBLI y¥ cLusB luncheon 

IB n Sweet Are 
t Advertisement 

YVERTISING 1Us Canadian 

" ” LEICESTER 

x R. J. Clegg on 

i a Nationalised Indus- 

Hot 12.30 p.m 

UB OF LONDON “‘Little 

» the Royal Mint 1.30 

p.. 

WEEK PRESS GROUP 
nm lectur H. A. Taylor on 
1 Law t Harsh YMCA 

Great Russel] Street, W.C.2 12.45 


pm 


Monday, March 2! 
BERKS AND BUCKS PUBLICITY ASSOCIA- 


r10ON luncheon meeting Jackson- 
Fielden on ‘“‘Commercial TV up-to- 
jate Royal Hot Slough 12.45 
p.m 

PUBLICITY Un ' ABERDEEN 
luncheon mecting Speaker: Mel- 
vile Dinwiddie ( jonian Hotel 
12.50 p.m 

BRISTOL AND Wt PUBLICITY CLUB 
meeting van. oe i on Visual 
Attracts 

PUBLICITY Usb NDON celebrity 
evening Aldwych ¢ 6 pm 


Twesday, March 22 
J 


PUBLICITY CLLB V¥CASTLE-t PON- 


TYNE annual gencra cting, Crown 
Hotel 

Wednesday, March 25 

REGENT ADVERTIS iUp theatre 
visit 

Thursday, March 24 

TYPOGRAPHICA 2OUP OF THE 
SOCIETY OF INI ARTISTS film 
show Building ‘ Store Street 
Wil 6.15 pn 


Owing to pressure on space, 
Club News is held over until 
next week. 


A proud part 


Members of the North-Eastern 
branch of the N ynal Associa- 
tion for the Advancement of 
Education in Commerce were 


told in Leeds Michael 
Wilson, managin jirector of 
Northern Public Ltd., that 


advertising is pro 
it has played in 


of the part 
roving the 


people's living s! rds 

He said that 1! is still not 
appreciated that th only way of 
raising standards to mecrease 


production and “c 
cake for all to sha 


te a bigger 
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More entries 
for BEMP 


contest 


There was a substantial in- 
crease in the number of entries 
for both classes of the British 
Federation of Master Printers 
twelfth Gold Medal Layout Com- 
petition, which the judges report 
as being the most successful since 
the war. 

This was due, J. Perry, Adams 
Bros. & Shardlow Ltd., chairman 
of the board of examiners, 
said, to the fact that the time 
during which entrants could work 
on their layouts was changed to 
January and February Also a 
number of cash prizes were 
awarded. 

The standards, he said, were 
extremely gratifying. But in his 
opinion some of the entrants had 
not yet learned the primary lesson 
of layout—that they were selling 
something through their work 

Another of the judges, Henry 
D. Davy. of Thomas Forman & 
Sons Ltd., thanked the British 
Iravel Association for their co 
operation in the competition 
Entrants had to submit a layout 
for a travel brochure describing a 
fictitious small town, and the 
BTA provided the copy and illus 
trations from which they worked 

Gold medallist (Class I) 1s 
Geoffrey Richardson, 28, who 
was educated in design and craft 
bookbinding at Shipley Technical 
School and College of Art, and 
for the past five years has been 
principal of the art department of 
Watmoughs Ltd.. printers and 
publishers, Idle, Bradford. The 
silver medallist (Class I) is 
Derek Kirkup, 19, who was ap 
prenticed in the studio of Andrew 
Reid & Co., Ltd.. Newcastle, in 
1951 (Durham University and 
Municipal College of ‘Art and 
Industrial Design) 

Class | was for candidates over 
21. Class II included candidate 
under 21 or with uncompleted 
indentures 


HIGHLY COMMENDED COMPETITORS 


Class |: Miss D. Arro«smith.—W ater 


w & Sons Ltd n London 

# Printing sraphic $= Arts 

Pe $ AN Son 

h = ther lege of Art 
Bournemouth als f al distinction 
Class Il. G. A. Beaver.—E. Colledge 

& Cx Lid Leicestc Leicester Col 
ege of Art & Techn also highly 


commended in Class !/ C. Bennison. 
Doig Bros & Co Newcastle- 
Or mmended in 


IpE ne also hie 
Class ll J. Blomber: Drew & Hop- 


ood Lid., Birmingt G. F. Carter. 

Battley Brother London 
(Camberwell School Arts & Crafts 
C. 3. Comptos.—Sir Joseph Causton & 
Sons Ltd Eastl Southampton 
College of 7 commended 

Class I , Bbbatsoe Hull Regional 
( cze of 2 ae « al special 
fistinction in Class | A. 4 Foxton. 
K BP 3 

sth ¢ « Ar 
‘ sil I 

Hopkins & Ba I 

‘ spec and =consolatior 
prize f five 2 a R. Kinghors. 
Dow Br & ¢ Lid Newcastie- 
ipon- Tyne D. Kirkep Andrew Reid 
K ¢ isd.. ‘ pon-T vac alse 


Silver Medal in Class Il. P. A. "oo 
S« 


Grosvenor Press, Portsmouth 
ern College f Art. Southamptor als 
special distinction in Class Il R. 
Richardsos.— Doig Bros. & Co. Lid 
n-I also specia 


m prize of fiv 
Stapleton. —Tt 
td Nottir - 


Lid Newcastle-upor -Tyne ; also spec 
stincin and consolation prize 


guineas J. Varrow.—K BO Pri ste 
ay 


Bournemouth . Southern College of Art 
Bournemouth ; also highly commended 
r Il 
Class Hl M. W. Dykes. Brasher 


Lid Boscombe Bournemouth Mu 
cipal ¢ we of Art w. T. Johnston 


P & Wilson Ltd Edir 
Edinburgh ¢ ege of Art. P. Pevn. 
W_ E. Collins, Bournemoutt Bourr 
mou Municipal ¢ x f Art. K. F. 
Syder.—Jarrold & Sons Lid.. Norwic 
Nor < Cn | ge 6OUk Art ‘Scho 
A hese omp ' 

rtmcate Class I 
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Who are the Advertisers 
in the 


EVENING 
NEwsS 


PORTSMOUTH 
and 


HAMPSHIRE 
TELEGRAPH 
& Post, 


the local newspapers 
in Hampshire, Isle of Wight, 
and West Sussex ? 


They are the 
manufacturers 

of Foodstuffs, 
Beverages, Clothes, 
Footwear, Watches, 
Household 
Appliances; 
Furniture, Radio, 
Television, Motor 
Cars, Cycles, Petrol, 
Cigarettes and 
Tobacco, 

also the various 
services such as Banks, 
Building Societies, 
and Cleaners. 

In fact everything 
for Mr. Everyman, 
his wife and 

family. 


Plan NOW to secure Regular Representation 


in these media which bring RESULTS 


LONDON OFFICE:- 85 Fleet St., E.C.4 Telephone CENtral 2845 | 


BRITAIN’S 

LEADING 

SILK SCREEN 
COLOUR PRINTERS 


Require 


FIRST CLASS ARTIST- 
VISUALISERS 


First class ARTIST-VISUALISERS required to 
design Three-dimensional Cutouts and Silk Screen 
Printed Displays. Good salary. Paid holiday 
No Saturdays. Staff canteen. 


D4 (Granit fy 


Factories, Offices & Studios, 
88 ACRE LANE, S.W.2. Tel. BRI 7871-4 


this year. 


ADVERTISER'S WEEKLY 


The monthly journal 


with higher net sales 
(13,932-A.B.C:) and lower 
rate per thousand than 
any other independent 
monthly journal in, or 


near, its field, is 


Management in Industry 


_ 


Write or ’ phone 

your space reservation NOW to 

Business Publications Ltd., 

180, Fleet St., London, E.C.4. Tel. Chancery 8844 
PP AAT TO AR aI 


cr 


eT 
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| a ea " % f » Se nk 
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s ———__—_———————— | " BUSin ogg » BIF issue 
2. | 
| Ul April 29 
©€ Or Breat ins... to *Ubscribers @dver, 
\ ~ By alike, this Year LF ‘88Ue wij) contais excluane 
F fi > features of ours, ling *Ppea] .__ 
7 An “xh aUstive Sury of new 
IS yA & = s * “Qipme,,; for Office aay Industry, 
if) aT <4 » S Pactua) “Count, of POSt.wa, 
ay J : ‘ deve} Men: ep tttion in 
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‘ J ‘it Automati,,.. in Indus; t 
f di ae @ Awe our, ‘he impact of Tes oA” 
x on in ay Production. Method, 
and Marketing *te., ete. 
—~ink Ormative, 'Tuctive ditoria; of Tacticg) 
| USE to the to Managestve leaders, of Busiss® 
If you are exhibiene New ofr puitstanding Produc. 
Sons ar the By F., use butt Vertisemn nt Pages of 
Business to Stage » bus DesS-Berrin, Pre-view, 
before Ur bese trade “OSPects— poo *Pace in 
the Bip issue Now 
| Latest date fo, Copy 
March 25 
' 
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APPOINTMENTS VACANT 


CAPABLE 
VISUALISER-LAYOUT 
ARTIST 


required to join a creative team 
working inafriendly atmosphere 
on a variety of interesting 
national and technical accounts. 
Applicants should have sound 
creative ability and be able to 
contribute their own ideas in 
rough visual form and to develop 
those of other people. 


Marcu 17, 1955 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel ioch. Minimum, 5 lines. Box No. 
charge, one line plus Is. covering postage, etc. Series rates on application: all 
advertisements wader seven insertions MUST BE PREPAID. Address “* Advertiser's 
Weekly.”’ 180 Fleet Street, London, E.C.4. CHAacery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : “ The engagement of persons answering these advertisements mast 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952."" 


IF 


Scott-Turner 


& Associates 


require immediately 
Would you like to take charge 
of the lettering department at a 
very attractive salary, 5 day week, 
holiday this year and al! the usual 


A visualiser with 


trimmings? You would! Good experience on national 
Please apply in writing giving You ARE A show! accounts. This is an 
full details to Phone: GER. 8473-4 opportunity for the right 
Creative Manager man or woman to grow 
Lovell & Rupert Curtis Ltd LETTERING GROOME & LAKER LTD. into group leadership. : 
30 Bouverie St E.C.4 ARTIST 6 ARCHER STREET, | 
LONDON, W.1. i 


A layout man should have 


had two or three years 


COLOL Lol RETOC CHERS wanted for 
expar jlour section Vacan- 
f r and improvers 


experience, have creative 
( wages, bonus and superannua- 
nes. Write or telephone for | A COMPANY near North Acton sta- _ PUBLICITY MAN for well-known | ideas and the ambition 
pp men © Art Director, Studio tion requires a Technical Artist to medium-sized Mail Order House in _ _ 
Irv f I 118 Chancery Lane, spupene sentioand illustrations in black the Provinces, with a seven-figure to become a top flight 
Lo f WC.2 Tel CHAncery and white or colour and line draw- turnover Must have had experience visualiser in time. 
aia ings in perspective Experience in of all forms of Mail Order sales pro- 
BOOKKEEPER. Splendid opportunity airbrushing essential Write, giving motion and be able to draft pulling 
{vancement for experienced lady details of experience, age and salary and Success sful letters, folders, etc 
well-known Advertis- required, to Box AW 207, LPE, 55 Knowledge of layout and catalogue 
Knowledge of Advertis- St. Martin's Lane, London, W.C.2 preparation is also required Every Write or phone to: 
‘ Machine Accounting would | ADVERTISEMENT REPRESEN- application will be acknowledged and 
t but not essential. Five- TATIVE for Technical Trade Journal treated in = — confidence Scott-Turner & Associates Ltd. 
k P Schem Write with progressive organisation Pros- ite 5 instance to = dna i 
Og 9g SE niete Ten’ 6 thin Gb & Gend Box 0214 Ad. Weekly 120 Fleet St EC4 17-18, Dover St., W 
to Secretar Gree s Led Details to 


Box 0218 Ad. Weekly 180 Fleet St BC4 Tel. Hyde Park 0481-5 


—— | LAYOUT/ LETTERING ARTIST 


BEAUTY EDITOR 


required in the studio of a 
S.W. London agency. 5-day 
week. Holidays this year. 


Write for publicity department of ar 


company in 


Box 0249 


ability to write freshly and informatively 


about her subject. 


Advertiser's Weekly 180 Fleet St €C4 Lo An excellent openir 
young man who has corm 
d . > se ° | National Ser ho has some 
One of the largest and most influential GENERAL ARTIST experienced in REE deeb ane 
, , ;' work for expanding Agency. Good —aoeee SS Sey Copartment 
women’s mass circulation papers in_ the prospects. Writ ee a Sxpnaeane 
Box 0289 Ad. Week 18 eet St EC4 an salary required, to Advertising 
é Manager, U.D Saacering Co., Park 
country requires a Beauty Editor. oy firsiclass 30 yey -y Se Ee 
ia Olé-catabliched City Accacy. Béuet | DVERTISEMENT. REPRESENTA. 
: bh saomnen ¢ and F a sein TIVE aged year required 

j J — $ yng y ) for ¢ finished work Write, ix well-known engineering J al 
This is an exceptional opportunity a ag Re ae Keen, enerect ung men, willing 
. > salary required t . oo Py — " some ume c 

woman, preferably aged 25-35, who has the Box 0294 Ad. Week Fleet St EC4 Midland area. s apply ste 


} experienc t 
Box 0295 Ad. Weekly 180 Fleet St EC4 


ANOTHER YOUNG LADY is needed 


in our Accounts Department for in- 


ASSISTANT {| iti ior iities"tna cat wring a 
essential qualifications me previous 
Although previous editorial experience will SPACE BUYER ag gag iday 


Saward Baker & Co. Ltd 


Secretary 
be an advantage, the person concerned may | 37 Chencory Lene, W.C.2 
ar required | 
at present be employed by an Advertising Opportunity for 
Ansnce ot Cosmetic Means Opportunity for young man, 
enc osmetic ° 
E .* - . with advertisng experience and GENERAL 
: : : k led f dia, t 
Applications, which will be treated with strict eo ARTIST 
Assistant Space Buyer. Apply 
confidence, giving clear and concise details of in writing giving details of eng ge gy a 
age and previous experience, should be sent to ee a aa teaties et auiey 
at eupecees. to produce technical drawings 
Box 0383 desirable. Salary according to 
Box 0413 ability. 
Advertiser's Weekly 180 Fleet Street EC4 Advertiser's Weekly 180 Fleet St €C4 Advertiser's Ranh Fleet St €C4 
. J . 
; Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
Eger 


SPACE | PRODUCTION ASSISTANT 
i 
Wakefields are looking for a FIRST CLASS with ae 


process and general produc- 


DEPARTMENT Vv H S U A Li S E ira tion duties. Must be able 


to accept responsibility in 


| ~ controlling group of accounts 
ROCKETING who can also buy artwork. The man we have in mind Five-day week and superan- 


will work on interesting national (and some technical) nuation scheme. Please write 
AHEAD accounts, and will help to lead a happy creative team stating previous experience to 


sound knowledge of 


> » he 
Scope here—and the salary—for a man with enterprise ! Rooster Publicity Lid., 


Braemar House, Manor Road, 
Details, please, fo 


leddington 
requires another assistant or ‘phone KINgston 1241 for 


space buyer to cope with Creative Director, C. P. WAKEFIELD LTD. appointment 


rapidly increasing appropria- 
aaa a 152/3 Fleet Street, E.C.4 ADVERTISING DEPARTMENT 
tions. The successful appli- Industria wmpany, North Circuls 
cant will already have had Road N.W.10 
experience in planning and RETOUCHING ARTIST (top-grade) | LAYOUT MAN. There is ; 
i by m Ad 


, re y leading London Com- re ivertising Departn 
placing media schedules for me Studio. Outstanding oppor- larg manufacturer cain ; tty ts 
important National Accounts, t for man with at least five years exper | ul « 0377 Ad eckly 180 Pleet St BC4 
e ence in retouching for repro- nterestit f vers nation 

and must be capable of | duction. Write 


working with a minimum of | oan MER 3 cata ‘ “ete Write, a g f ADVERTISEMENT SALESMAN 
supervision. He will pro- of m, experienced co Box 0376 Ad. Weekly 180 Fleet required for 


bably be around 25 years | | ti" ‘Did-enteblished engieccring co. | mrond Teanical” Weiner tan TECHNICAL JOURNAL 
15 


round hnical Wr t 
old, and will certainly be Ss Middx Salary commen- department host = vente nil aims 


able to justify a generous Bo 3 4 Weeks 180 Fleet St EC4 ee ee > ‘ 
starting salary. Please write niliar witt gineering encoed £1,200, prearanive lanre her 
fully to: . A » fh... ae ~ 1 Pas ceed ce . e ablished pa len 
COPYWRITER : —-— i gh 
The Space Buyer, Sox 0375 Ad . : ,; ars of past experience te 
Gordon & Gotch Advertising National Advertisers located in | | Tpane EXHIBITION ORGANISE XS _, Bex 0286 
: Manchester require another require assist (male " Advertiser's Weekly 180 Fleet St EC4 
Ltd., 75 Farringdon Street, =a ho . ~ 
COPYWRITER with at least ot 
London, E.C.4 : 
five years’ agency experience. ; 
Interesting accounts and super- ; Si Ad. Wee 180 oS I - . <P Ad wear ' o Fle 9 
annuation scheme in operation. 
Box 0311 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT | es, ——m | a oy 


figure 


| experienced in first-cla . she 
card and v 
DEPARTMENT | Sob Rete Thana “Sos” SENIOR 
a ge hen ga — : 
DOING ees A ADVERTISING 


var 
WwW 


LIKEWISE 3 ——§-} ASSISTANT 
GooD ALL - ROUND GENERAI 
i © ' la ARTIST ° ured for studio Writ 
requires, first a ‘out giving det and salary required 
designer and sea a | Box 0374 Ad. Weekly 180 Fleet St BC4 An important Company of manufacturers marketing 
’ , 
typographer. The layout 
designer will come complete ] 
with experience on large-scale appointment as Senior Assistant to the Group 


National Accounts, some typo- PRODUCTION Advertising Manager 


graphical knowledge, a fine Position would suit an Agency Account Executive or 
sense of design and the ability 


an Advertising Department Executive who, prefer- 
to produce first class roughs EXECUTIVE bt B » prete 
aoly, some 


to presentation standard. The possesses some Agency background and has 
typographer will be keenly experience of working in close collaboration with 
aware of the importance of Able Advertising Agents 

typography in modern adver- 
tising, and will have enough Space Production Depart- 
ability and experience to make 
himself felc in a highly am- 
bitious team. Both positions 
are extremely well paid. Full 
details please to: according to experience. 


wanted 


SPACE ORDER AND COPY DETAU 
CLER Able to type. West 


Required in London 


a variety of heavily advertised food products requires 
an advertising executive, age 3035, to fill a new 


to take charge of 
To a man who can work happily as a member of a 
team the position offers interest, variety and 
ment in medium size responsibility coupled with, on the welfare side, a 
contributory pension scheme plus free Life Insurance. 


London Agency. Salary 
Please write giving age, education, full details of 
experience and positions held, salary expected and 

The Art Director, Write giving full details to any other relevant information. ALL APPLICATIONS 
Gordon & Gotch Advertising WILL BE TREATED AS STRICTLY CONFIDENTIAL. 
Ltd., 75 Farringdon Street, Box 0280 


Box 0339 
London, E.C.4. Advertiser's Weekly 180 Fleet St EC4 


Advertiser's Weekly 180 Fleet Street EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 


.—_—————___ 
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; CLASSIFIED ADVERTISEMENTS 


Are you APPOINTMENTS VACANT ~— 
the sort of 


Situations Vacant: *“* The engagement of persons answering these advertisements must 
be made through 2 Local Office of the Ministry of Labour or a Scheduled Employment Good 


Agency if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
12 1952."" 


who works best in a congenial 


opportunities 
atmosphere under pleasant 
arava got nace VISUALISER wit considera for. . . 


work, lettering, simple re- agency experience, capable of designing advertising 


touching, and finished layouts | of a high standard and taking responsibility A V | S U A L | S ia R 
from visuals? 


hay . | ‘ 

GS ; Artist | oe et Se Se a tence from the provisions of the 
| 
| 


for controlling his work from rough to final proof 
Are you 


Please write giving details of experience A TYPOGRAPHER 


the sort of and when available for interview to 

Typographer Art Director These opportunities arise 
h the same sensibilities whe in the devel t 

. cowl wendy i Gon vlan OsBO RN E-P EACOC af already rs care “> 


accurate mark-ups and adap- well-est d London mail 
tions? 2 b treet, mg 
tations 6a Albemarle Street, London l esteeteese, Geodeatertes 


Active and interesting posts 


| 
ill be paid to t 
are vacant in a young and . . . , bt pa o the right 
| SOUTH LONDON STUDIO requires | PARKE. DAVIS AND COMPANY, men. The work is inter- 
growing London Agency. | Re-touching Artist Experienced in | LIMITED require « ing lady aged . : 
Please annly to the black and white mechanical re-touch- 18-21 years for Advertising esting and varied, and 
—? ing Excellent salary, S-day week Department to ass printing pro- 
Art Director, "Phone : Artvertising, Croydon 3930 duction work and ¢ tenance of there is scope for progress. 
Pee j departmental record ! veday week, -da m 
Auld & Tilbury | IF YOU ARE an experienced Com- | Qenerous pension | Write giving Ceeday week. Feta 
Limit : | mercial Artist capable of earning full particulars, Personnel Man- this year. The men will be 
LImitec | between £500 and £1,000 per annum, | > St » Read H 
ont : ~p rorne and desire a change to a congenial Middlesex amis ; seaman members of e congenial 
yrohn , a | position offering an interesting : ; . —y creative grou who are 
2 Nd Queen St., 1 ‘on, SW] variety of work, write for appointment SECRETARY ASSIS TAN Tr, age 20 27, & P 
oe oll or call with a at Commercial — ! Sales Prom Sa aware of these vacancies. 
fa r 64 ; . 5 of large industria! f s00d speeds . 
— ma “ot hue at shorthand and Pog essential, Write, giving details of 
~ - - ccadiil r . ° . ~K- " 
A LONDON ADVERTISING AGENCY friars 6854/5. together with kr of office age, experience and salary 
ioe | man or | administration. K e of print- 
ess | CHECKING DEPARTMENT of icading | ing terms and perience of to 
iry West End Advertising Agency requires | dealing with stu advantage. 
fuc- experienced Assistant. Excellent pros- | Interesting job wit! ~ advance- 
s of | pects. Able to type. Give details | ment. Apply giv details and Box 0341 
ar ’ 1, to of experience and salary required salary required, | . 
j Ad. Week RO Flee EC4 | Box 0369 Ad. Weekly 180 Fleet St BC4 Box 0366 Ad. Week Fleet St FC4 Advertiser's Weekly 180 Fleet St EC4 


CONSCIENTIOUS YOUNG MAN re. 


quired as assistant by Overseas Pub 
An licity Department of leading electronic 
company in Southern England. Ability 


to write convincing copy essential 
Excellent opportunity for right man 


ASSISTANTS  BOCOUNE | Biss, wat, 10 re 8 


:. wanted for first-class Film Title work 
xecut! ve Must be experienced and good, clean 


worker Good wages and condi 
F tions Apply, Personnel Manager 
Vien or women | y . Denham Laboratories Ltd Tele- 
A is required by this n wly es- hone Denham 2323 Address 
- : { Yenham, Uxbridge, Middlesex. 


*\@ required, tablished but grow West ARTIST, first-class, figure, with experi- 


ce book jackets. W. P > 
End Agency. A a. w- portsidgs 61 
~ preferably with 


4 He would be backed oy one of 4 
previous agency 


the finest creative **ams in 


ee GENERAL 
An agency-trained man is 
sought who understands ad- ARTIST 


vertising and is able to 


experience 


i 
capable of handlin 
‘4 f ad A rapidly expanding advertising 


shoulder a growing respon- 
. . P agency would like to hear from 


busy groups of 


- general artists who are attracted 
national and The prospects are excellent by the prospect of working on 
and he would probably be important National accounts. 
technical accounts. | appointed to the Board Generous salary. Profit sharing 
; within a very short period. and pension schemes make the . 
Write or Telephone: Personnel Manager, | job unusually attractive finan- 


Full history, age and details in 


CLIFFORD MARTIN LTD., cially. Write for interview to 
7 ; : absolute confidence to the Art Director, Arthur S. 
, Piccadilly House, 33 Regent Street, S.W.! | 
Box 0350 Dixon Ltd., 229 High Holborn, 
: Telephone: REGent 3051 W.C.1. 


Advertiser's Weekly 180 Fleet St EC4 


‘ 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
pe P_wronmenns cn 


LEADER | ARTIST 
FOR JUNIOR PRODUCTION ASSISTANT Cts seem 80 he eee 


| enced, young enough to be 
: adaptable. Able to do figure 

GLAXO who has completed National Service and has good work to rough stags. Good 

A permanent, progressive post | | knowledge of process and production routine design and colour sense 

is waiting for a mature copy- required by West End Agency. essential. Excellent 

writer who can create lively prcapeess. 

advertising for medical, veteri- | | Write giving particulars to Box 0414 

nary, food and agricultural pro- Advertiser's Weekly 180 Fleet St €C4 

ducts. Good agency background Box 0412 


referred. Pension and incen- . . 
. ‘ Advertiser’s Weekly 180 Fleet Street EC4 FILM LETTERING ARTIST required 
tive scheme applicable. Write, for City Office of leading Agenc 
sending personal details and 
examples of work to COP) CLERKS urgently required (one | GOOD GENERAL ARTIST with 

r one female) for progressive | science required immediately by ‘ . 
Personnel Manager, | P n. Commencing salary accord- tive Printers, W.6 "Phone RI\ 
Glaxo Laboratories, Ltd., age and experience. Sawell 3303 SCRAPERBOARD ARTISTS 
a tions Limited, 4 Ludgate Cir- 
Greenford, Middlesex. s. London, £.C.4. "Phone Mrs Sh re REQUIRED 
| M CENtral 4384 for appointment 2 = ¢ po gg 
(Strand district) have vacancies 
ADVERTISEMENT REPRESENTA - n INIOR PASTE UP ARTIST with young men and women with Age ONLY TOP LINE ARTISTS 
TIVES, part-time, required by well- | 1, "Genk ae A een r- Account ENBCUTIVES NEED APPLY. 
n metalworking field — a . 
Iready representing Box 0404 Ad. Weekly 180 Fleet St BC4 SPACE BUYER | | GILCHRIST STUDIOS LTD. 
oo in ng PRo ESS ARTISTS. Associated Die VOUCHER CLERKS ae os fe 
» an jlasgow areas, r requires services of Senior an ondgon &. 
should 2 stating age, experience a Trainee Process Artist used to GENERAL ASSISTANTS i , 

and production record, to chnical work. Good prospects and Progressive and pensionable posi Phone: Holborn 0481 for 
Box 0365 Ad. Weekly 180 Fleet St EC4 king conditions ; staff canteen, etc. | | with excellent opportunities for ¢! appointment 
n fund for permanent staff with enterprise and initiative. ¥\ PP 

in writing, Production Direc- full particulars (in confidence) 


ur r. Dorset House, Stamford Street, Box 0336 j 
Do you know yo Advertiser's Weekly 180 Fleet St E°4 


Write 
Box 0361 Ad. Weekly 180 Pleet St BC4 


H. J. HEINZ CO., LTD, «("s7" 
VARIETIES) require Junior Assistant 


| 
J ivert Dept. f ent oppor 


type ? SPACE ARTIST. youngish all-rounder oy Fa Bh gt Be - 


Finished, for South 


‘ | . Aree r aC vertising rite, giving 
A typographer-layout man is Write experience, age, salar full ls to Ad sing Meneger 
wanted by a well-known London REPRESENTA IVE to . . ‘ 


secks 


Harlesden 
agency. This is a job calling for Box 0357 Ad. Weekly 180 Fle : 
pe ie of type with nee lay- wanted with good connections 
out abiliry. An excellent oppor- in boat-building and engineering 
tunity if you are seeking better | | areas for yachting publication. 
accounts to work on and good Commission terms, Fullest pro- 
all-round conditions. Tell us about motional support. Exception- TOP GRADE 
yourself with your idea of com- 
mencing salary required ally good prospects. 
Box 0312 


Box 0196 | | Advertiser's Weekly 180 Fleet St €c4 | | 
Advertiser's Weekly 180 Fleet St €C4 
CANADA, Lettering Artist with, pre- 


copy WRITER Fequired for manufac- ferably, three to four years’ Agency 
wkshire. Capable of pre- or studi experience, required in 


editori matter Write fullest Ottawa . . 
cl sie & present pot ned ‘to Box 0359 Ad. Weekly 180 Fleet St EC4 
| eckly 180 Fleet St EC4 MARKET RESEARCH. Keen, energetic 
PROD CTION ,ASSISTANT required man required to take control of Mar- 


small London Agency Five-day ket Research Section, covering world 
eek Write ‘matine age, experience exports Permanency State age 


{ salary expected, to qualifications and salary required RE UIRED 
367 Ad. Weekly 180 Fleet St EC4 Box 0315 Ad. Weekly 180 Fleet St BC4 


ADVERTISING AND PUB- The Council of Industrial Design 
LICITY EXECUTIVE RE-| | 

QUIRED BY PRESSED requires a 

STEEL COMPANY, LTD., 


[ experienced artist to dir . 
SRE ORD er eaNY: po: | | PROMOTION OFFICER P direct Re 


cold Refrigerators. to plan and execute all forms of touching Section in foremost London 


The Applicant should have had experi- promotion and publicity, except 
ence of Consumer and Trade Press 


Auuersising’ He chould pomec image | | | press. Successful experience in Studio. This position is intended 


ation and creative ability to assist in the ; : 
origination of Sales Aids and Literature Promotion essential and know 


in conjunction with our existing Team | | | ledge of broadcasting and tele- | | to lead toa major Executive Appoint- 
“s pemecrcn gate wan és vision useful. Starting salary 
Pension Scheme Benefits, and the £1260-41410, according to ex- | | ment. 


d Appl t ul rk th : tat 
ee ee perience and qualifications, rising 


Please apply by letter in the first to £1510 (men). Applications by 


in n vin . uw ‘ ‘ ° . ‘ 

Spertenes col teiny cogebed to = 13th April. Write for further Write in strict confidence 
THE SALES PROMOTION particulars and an application 
MANAGER, REFRIGERATION | | form to the Establishment Offi- 
DIVISION, PRESSED STEEL cer, Tilbury House, Petty France, Sex 6570 
COMPANY, LIMITED, S.W.I 
COWLEY, OXFORD. mare 2 


Rare opportunity occurs for fully 


Advertiser's Weekly 180 Fieet Street EC4 


‘Phone your classifieds to CHA 8844 (Ex 25 
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ADVERTISER'S WEEKLY 710 


Write 
tating age, exper *, af salary 
equired t he Manag t tor 
A Bros. & Greenwood, |.P.A : . 
9 e 4 E.C.2 LETTERING. We have immediate THE 


l f you have 


sound knowledge of 
agency production work 


APPOINTMENTS VACANT 


Siteations Vac 1: * The engagement of persons auswering these advertisements must 

be made through 2 Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notifi of Vv jes Order 1952." 


. you have 


had experience in 
copy detail procedure 
- you can TYPOG RAPHER with agency 
keep accurate records experience in press advertisement typography, 
. you are able to produce clear and precise 


not afraid of hard work 


then 2 well paid 


interesting and progressive 


PRODUCTION 


job is waiting 


for you at WBG ae 


type mark-ups and intelligent adaptations. 
Please write giving details of experience 


and when available for interview to 


Art Director 


OSBORNE-PEACOCK 


26a Albemarle Street, London, W 1 


MONOTYPE CORPORATION 


Makcu 17, 1955 


EOE CLASSIFIED ADVERTISEMENTS | EGXInRICRZECe 


PERSONNEL 
SECRETARY 


required by large London adver- 
tising agency. She should be 
between 32 and 45 years of age. 
Her duties comprise attending to 
staff problems generally and 
engaging new staff Previous 
experience, although not essential, 
is desirable. It would be an 
advantage if the applicant had a 
knowledge of agency work. She 
must have mature judgement, a 
forward outlook, enthusiasm, and 
the ability to get on with all kinds 
of people. Salary from £800 to 
£1,400 dependent upon experience 
and ability 


Box 0390 
Advertiser's Weekly 180 Fleet St EC4 


vacancy for male artist able to pro- LTD. require ir r Public 
ERSON SSISTANT ‘ARTIS duce high standard of finished work Dept. a Shor t I 
° : " - - 0 7 Mar ~d a Wages to match and conditions top davs An LADY REQL IRED 
growing irgica ippliance notch. H. and A. Dix Ltd. Temple wou { een at well 
t j P re ug . . Bar 8610 special k . } - . rhe LJ 
me f i work, ¢ JUNIOR ASSISTANT TO PRODUC- calligrapt advat Hours 
keeping an TION MANAGER required by Adv starting salary ar ey 
f r tw ing Ager Young man completed Box 0362 Ad. W Seaward, TEMple Bar 6600 
1 , r | Nationa S rvice willing to ' arr 
s th af some knowledge of typefaces and pre ESTABLISHED) 
advert t paring layouts, accustomed to dealing tl LLING 
ful par wun proces” segrevers “Econ . SPACE SE 
ent sala prospects for_advancen : ADVERTISEMENT REPRESENTATIVE 
v4 oe sentieeste Box 5 Ad. Weekly 180 I St EC4 required i CONSULTANT 
GOOD GENERAL ARTIST required (a) London & S North for 
AGENCY REQUIRES Junior Assistant no figur Top salary to the right official organ of g & ci Experienced live man wanted 
f gener futic Some t at ae. Pleasant working - Of iecland™ “3 t Republic by West End Advertising Con- 
J I mn 4 3 age liiday arrangements respected o relanc " teen vears 
Be r mig ; phone BAYswater 2162. or call 32 but operating on siaaniiaaiiin tractors to advise on launching 
Box 0402 Ad. Weckly 180 Ficet EC4 St. Petersburgh Pla London, W.2 Capable of consider elopment new medium. The post entails 
i Det attendance at weekly evening 
Federation of Builders, Contractors board meetings, and may lead 
and Allied Employers of Ireland to a full-time, highly-paid per- 
26 Earlsfort Terrace, Oublin. manency as Advertisement Mana- 
_ ger on this and other projects. 
TRAINEE COPYWRITERS., 
26, required for §S tio Box 0345 
Department of nanufac- : 
( ‘h ll og eh — Advertiser's Weekly 180 Fleet St EC4 
a en e ng materials Ar lat pre- 
a nt at ls aoa r tech- | ARTISTS’ AGENTS require young 
oo , e 3 com lady Sales epresentative Salary 
luct a j scida WMIMissior und = expenses Writ 
‘ facts present 4 ind writ os f 


“7 * informativ ra as th givi ? ~e Sy 
occasion demar s © v ' 
O a l 7 y to undergo intensis “Woe | DESIGNER—EXHIBITION STANDS. 
t oO five-d ‘eeateiien. A leading firn f Exhibition Contr 


uncheon 
Apply 


h 


IF you are ambitious but not unprincipled . . . psec sradiombesne s & BC 


g details of experier 


r 
require Chief Designer with 
Permar 
position. Send details of past exper 
ence and salary required t 

Box 0401 Ad. Weekly 180 Fleet St EC4 


rs 
experience in the trad 


JF you are a first-class visualiser and a perfect 
demon on production 


TECHNICAL 
COPYWRITING 
DOES 
MATTER 


IF by quality you understand “ better than 
best ” and are content with nothing less . 


JF there is a noteworthy lack of weight in your ++ - OF that's the of this 

. ¢ Agency (IPA) which i ides some 

netherwear of Britain's leading trial ad- 

vertisers among its clients together 

with several well-kn¢ consumer 

$F you know you can hold a secure, well-paid accounts. We don't need an 

: : s oF. : engineer, but a ge creative 

responsible place in the advertising depart- writer who prefers having some- 
a . ° thing write about ; P 

ment of a world-famous organisation . — = Spe Ronny op Mg 


being a producer of good ideas 


Agency background essential 

; Age about 30 Middle weight 

Starting salary with good pros- 

: pects, pension scl If 

We want to hear from you QUICKLY ! ou are qualified and interested 


send an outline of y 

and present salary to 
Box 0385 

Advertiser's Weekly 180 Fleet St C4 


experience 


Box 0411 Advertiser's Weekly 180 Fleet Street EC4 


PRODUCTION 
ASSISTANT 


man or woman 


age 25-35 
required 


for West End Agency 
7 
Write giving full particulars to 


Box 6381 
Advertiser's Weekly 180 Fleet St EC4 


’Phone 


our classifieds 


to CHA 8844 (Ex 25) 
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Marcu 17, 1955 


APPOINTMENTS VACANT 


SENIOR 
ADVERTISING 
EXECUTIVE 


BILINGUAL IN ITALIAN 
AND ENGLISH, EXPER- 
IENCED IN AGENCY 
ADMINISTRATION 
AND IN HANDLING 
MAJOR ACCOUNTS, 
REQUIRED IN ITALY 
AS ASSISTANT TO}] 
MANAGING DIRECTOR 
OF BRITISH AGENCY. 


Box 0386 
Advertiser's Weekly 180 Fleet St EC4 


711 


CLASSIFIED ADVERTISEMENTS 
|__APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


required by HADDONS 


department. 


PRODUCTION ASSISTANT 


Excellent opportunity for keen 
young man willing to adapt himself to the needs of the 
Some experience essential 
Write or “phone for interview to 

Personnel Director, 
JOHN HADDON & COMPANY LIMITED 
Salisbury Square, London, E.C.4. CENtral 8/56 


PRINT BL 
with prev 
print 
typ 


YER WANTED. A 
prep arat a pr 
erap and =wit 


r 

Mu j : 

and “ i a 
resp 4 ter 4 Alling 
for a r suion t ¢ pro- 
ju print A good 
sala ” ¢ paid to the right man 
Wr re g 4 { age, previous 
exp , etc.. t 

Box 28 Ad. Weekly 180 Fleet St EC4 


COPYWRITER VISUALISER 


who has all the qualities required 
to produce the high standard of 
work required by a leading 
industrial organisation is invited 
to write to the Advertiser giving 
full details of his previous ex- 
perience, age and salary 
expected. 
Box 0353 


Advertiser's Weekly 180 Fleet St €C4 


ARTIST with distinct cre 

v t required by Art Stud 

‘ reputation for higt : 
“ Applicar must have had 
ve rs expernence in Commercial 
S and repared » work 

f : am Five-d 
Ny j uation § scheme 
Ar t ag experience 
ar j ) 
B \ y 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


age 30-40, experienced, for 
London office of Scottish Pub- 
lishers. Write stating full par- 


ticulars in confidence to the 
Advertisement Manager, D. C. 
Thomson & Co. Ltd., Albert 


Square, Dundee. 


A REAL LIVE 


WANTED 
To captain a good young agency 
team—should have all-round ex 
perience—enthusiasm—must so 
be ready to take complete contro 
State salary zero. Increases ray 
with expansion. The only Direct 
has to take less active participati« 


Box 0388 

Advertiser's Weekly 180 Fleet St EC4 
WANTED, EXPERIENCED LAYOL! 

ARTIST accustomed to mak " 

balar ee. if ivouts 

Westr : } t 

expericn ind r 

v pp 

sp ; 

Box 04 Ad. Weck l I St t 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LEADING NATIONAL 
NEWSPAPER GROUP 
requires 


JUNIOR PRODUCTION MAN 


The younger the applicant 
the better, but a minimum 
year’s experience in elemen- 
tary process ordering and 
progress is essential. Apti- 
tude for simple layouts and 
an interest in typography 
would be an asset. 


Box 0346 
Advertiser's Weekly 180 Fleet St EC4 


WANTED for Checking Dept { Adver- 
tise Agenc ime me pr 


with sor expericr Wr 


a < salary etc 
cery Lane, W¢ 


ADVERTISEMENT MANAGER 


is required by 


a London Company 
selling a Nationally distributed and 
branded consumer product The posi 
tion requires a man with a good 
knowledge of arketing, distribut: 


rusing techniques 

' a responsible position + er 
Salary will depend on qualifications with 
a minimum of £1,250. Apply to 


Box 0384 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARY SHORTHAND TYPIST. 
1 4 tor retar : partmer 
A r \ I Pp 
proure 
Apply Mrs. A. D The | 
} Ex : € I | 110 St 
M s La Ww 


1 « nl known ¢ 


OLD-ESTABLISHED OUTDOOR PUB- 
LICITY FIRM regu ng Repr 
sentative t ster London 
Eastern Cour and Midlands. Some 
Box 0391 Ad. Weekly 180 Fleet St EC4 

PHOTO RE-TOUCHER AND LETTER- 
ING ARTISTS wanted. Write Norfolk 
Stud Ltd 43 Gerrard Street 

London. W.1 


LOVELL & RUPERT CURTIS 


require a 


CAPABLE 
VISUALISER-LAYOUT 
ARTIST 


to join a creative team working 
in a friendly atmosphere on a 
variety of interesting national 
and technical accounts. 
Applicants should have sound 
creative ability and be able to 
contribute their own ideas in 
rough visual form or to develop 
other people's. 

Please apply in writing giving 
full details to: Creative Man- 
ager, Lovell & Rupert Curtis 
Ltd., 30 Bouverie Street, 


London, E.C.4. 


orefer t Must 
extr 1 wor 
Ax py 2s Rep 
tat x siar juir 
Box 0378 Ad. Weekly 180 Fleet St E¢ 
YOUNG GENERAI ARTIST 

creative ab required for West f 
\ t r \ Five : ck 
holida th ar Phor Stud 
Manager, GROsvenor 6744 


PROGRESS CLERK required for West 
End Office of Nations m 


The Advertising Department of 

a well known electrical manu- 

facturing Group of Companies 
in London requires a 


COPYWRITER 


who has mastered the technique 
of ** Consumer *’ promotion and 
also possesses that enquiring 
type of mind that is the basis of 
good “technical ’’ copy in the 
electrical field. 
He should know enough about 
press and print production to be 
able to supervise the progress 
of a wide range of promotional 
literature. He will become a 
key man in a rapidly expanding 
department. 
Starting salary £800. 
Full particulars should be 
addressed to 

Box 0387 


Advertiser's Weekly 180 Fleet St EC4 


Director. 


LAYOUTMAN 


Apply: 


SENIOR VISUALISER 


To act as right hand man to our Art 


SENIOR TYPOGRAPHER 


Fully agency-trained man required to 
head our typographic section. 


Able to produce slick clients’ roughs 
from visualiser’s scamps. 


PRODUCTION 


Experienced man to be responsible for 
servicing a varied group of accounts. 


Write in first instance, stating age, ex- 
perience and salary required. 
your envelope ‘ Staff’. 


Profit Sharing and Pension Schemes 


S. C. PEACOCK LTD. 


Maddox House, 215-22! Regent Street, London, W.! 


Mark 


‘Phone your classifieds to CHA 8844 (Ex 25) 


Aa 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


AN OPPORTUNITY 


with very good prospects for 
ambitious young man as assistant 
to Advertisement Manager of 
new Technical journal (London). 
Some space selling experience an 
advantage. Remuneration by 
Salary and Commission. 


Write 


Box 0344 
Advertiser's Weekly 180 Fleet St EC4 


TWO FIRST-CLASS RETOUCHERS 
required, must be versatile and experi 
enced in black and white, colour and 


airbrush drawings Congenial com- 
pany. holidays this year and good 
salary Phone Managing Director, 
Regent 8377 

IMPORTANT GROUP OF PROVIN- 
CIAL PAPERS require immediately 
oung man (compieted or exempt 
Natronal Service " newspaper or 
agency experience w indoor and 
representative work Apply, stating 
age and salar etc 
Box 0396 Ad Week 180 Pleet St BC4 


CREATIVE LAYOUT MAN with some 


copywriting it required West 
End commercial organ:satior Scope 
and good salery for man with initia- 
tive Age abou J Write, giving 
full details nd required, to 
Box 0394 Ad. We F St EC4 
ENERGETIC LADY juired in the 
advertising Jeparta technical 
monthly magazir Must be capable 
f contr R ffice handling 
classified rtiserm d salary 
offered Pive-da scek "Phone 

CHAnce 2791 Ext or write 
Weekly 180 Fieet Se BC4 


Box 039° Ad 


| 


712 


APPOINTMENTS VACANT 


:“ The 
made through « Local Office of 


engagement of persons answering these advertisements must 
wry 
8-64 incisive or 2 woman aged 18-59 inciusive 


oe, oF employment, from the provisions of the 
Noricetiee of kd . A 1952." 


or a Scheduled Employment 


Advertising 
and Sales 
Promotion 

Manager 


Executive required by leading 
manufacturer in the Electrical 
Appliance field to handle 
advertising and sales promotion, 
including Ex s and contact 
with Advertising Age Factory 
and head office Hampshire 
with Showroon London 
Essential qualificat for the 
job? Some expe ce in the 
electrical appliance field, a lot of 
personality and an abundance of 
initiative. If th adequate, 
youth no bar n the first 
instance to Mar Director, 
giving some ind of the 
salary you consider you are 
worth. Intervie be held 
in London. 

BOX 0342 

ADVERTISER'S W.EKLY 

180 FLEET ST £C4 


PRODUCTION ACCOUNTS’ 


ASSIS- 
TANT, lady. 20,30 years of age, re- 
quired Preferably with experience 
of checking blockmaking invoices 
Advertising Agency, W.C.2. Five-day 
week. Pension scheme. Holiday this 
J weies te fully, stating age, 
and salary required to 
Box 0197 97 Ad Weekly 180 Fleet St BC4 


POWERFUL CONSUMER ADVERTISING 
two 
SENIOR VISUALISERS 
WANTED 


to handle a number of accounts. 
Must be completely versatile and 
thrive on responsibility. 
We want the BIG men, accustomed to 
BIG planning in BIG spaces for 


National consumer advertising. 
HOLIDAYS THIS YEAR. 


Write or telephone the General Manager 
McCANN-ERICKSON ADVERTISING LIMITED 


Brettenham House, Lancaster Place, W.C.2. 


McCANNS MAKE ART DIRECTORS 


Temple Bar 6600 


PRODUCTION ™M 


vanted to take 


charge of t« i mail order 
accounts Ar pportunity ¢t 
gain experienc« 

Box 0389 Ad. W ) Fleet St EC4 


FEMALE CLERA 
18-20, required 


TYPIST. age 


4 
sher to handle 
c 


classified adv ts and fo 
general office Must be effi 
cient and w F irn Five-day 
week. West Cent ndon 


Box 0393 Ad. W 


PRODUCTION A 
by West End Ag 


Fleet St EC4 


TANT required 
Must be fully 


experienced ir ts of ‘ Produc- 
tion—with k f copy-detail 
routine Must t e of assuming 
responsibil wit to organise 
and direct other erson we are 
looking for is seck vancement in 
responsibility as salary. Send 
full details perience and 
salary bracket > & Bowden 
Lid., 169 Piccad 

SECRETARY, sec required by 
director of we Fleet Street 
group of publishir sanies. Office 
hours 9.15-5.45 week) Par- 
ticulars of exper and approx 
salary required, in confidence. to 
Box 0321 Ad. Wee ) Pleet St BC4 


ART EDITOR'S A955 
vacancy is shortly ur im the Art 
Department of * Good Housekeeping ’ 
for an experience out artist and 
typographer An rtunity for a 
young man whose vach to art is 
progressive. Write ut specimens 
in the first instance 


ISTANT. A 


ving age. quali- 


fications and exper » the Editor 
“Good Housekeeping. 30, Grosvenor 
Gardens, S.W.1 
Experienced 


Production 
Assistant 


to handle interesting group of 
industrial accounts in well - 
established and expanding Lon- 


don agency. Five day week. 
Good salary and bonus. 
Write giving age. experience 


and salary required to 


Bex 0382 
Advertiser's Weekly 180 Fleet St EC4 


Marcu 17, 1955 


CLASSIFIED ADVERTISEMENTS @G20iGISiaeerig 


ARTISTS WANTED, permanent pro- 


gressive position im the smallish 
studio of a well-known Advertising 
Agency (IPA First rate drawing 
ability is the real essential, and « 
appy sense of lisyout Work is 
worthwhile the general atmosphere 
pleasant and there is a pension 
scheme Telephone the Secretary at 
HOLborn 2968 for appointment 


JUNIOR CREATIVE ARTIST required 
Write or ‘phone Graphic Arts Lid. 
3.4 Feuer Lane, E.C.4. CEN 8371 


BUSINESS OPPORTUNITIES 


AN 
UNUSUAL 
OPPORTUNITY 


An additional executive is re- 
quired by small but highly 
reputed London Agency, holding 
good accounts of long standing. 
Applicant should have drive and 
initiative, a pleasant nature and 
a willingness to co-operate, be 
well grounded in Agency prac- 
tice and capable of producing 
and handling new business. 
Appointment would lead to a 
directorship and substantial 
holding built out of earnings. 
Please write fully—strictest con- 
fidence will be observed. 


Box 0380 
Advertiser's Weekly 180 Fleet St €C4 


AN EXPERIENCED AND EXPERT 
‘Advertisement-getter"’ offers to pro- 


ide “Rep ation Service’’ for one 
, tw periodicals Payment on 
results. Moderate term 


Box 0400 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 

by photo-litho or letterpress (own 
photo-litho 


Telephone Boscombe 36835. 
Lontes Office 4a Bloomsbury $43 
wc. Phone: HOLborn § 


STOCK CAR RACING PRO- 
GRAMMES. Advertising space avail- 
able or entire production rights could 
be take 
Box 0370 0 Ad. "Weekly 180 Fleet St BC4 


PARTNERS & DIRECTORS 


Fully Recognised Advertising 
Agency (London) giving first- 
class service to a wide clientele 
offers executive position, view 
partnership, to suitable applicant 
on turnover basis. Excellent 
opportunity for Director small 
agency with turnover approx. 
£50,000. Replies in first instance 
to:— 
Butler, Viney & Childs, 

60, St. Pauls Churchyard, EC4 


"Phone 


our classifieds 


to CHA 8844 (Ex 25) 
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Marcu 17, 1955 


BUSINESS OPPORTUNITIE | 


OPPORTUNITY | 


ili ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS WANTED BOROUGH OF 
WESTON-SUPER-MARE 


to join as Partner new progressive Sh 

ese aactang amine 0 A SEUnED NeAnaann ART BUYER Tenders (to be received by April !2ch 

resentative—must have contacts and | . nies . ore (to yy an 1 om. 

ability to influence business. Some ||| IN CLOSE TOUCH WITH ALL LEADING printing “of 40,000 Official Guides for 

capital investment would be helpful | | ARTISTS, STUDIOS, PHOTOGRAPHERS, Etc., oy Specimaaten and Certier cone 

although not essential in first instance. AND WHO KNOWS BLOCKMAKING INSIDE-OUT enesemm Tuan _ 
Box 0347 FROM DIRECT PRACTICAL EXPERIENCE. 


el iitdenitne Publicity and Public Reletions Officer, 

° This man is now available for interviews. He has just turned 40, ‘own Hall eston-super-Mare 
Advertiser's Weekly 180 Fleet St EC4 mature judgment and long experience needed for this key position. His ¥ oe 

ability to choose the right artist for each job, and to supervise its reproduction 
either in key or full colour—and his intimate knowledge of the correct scale 
of charges for all types of artwork and subsequent processes—will be of 
immense value to whichever agency he joins. 


Salary required £1,000 - £1,250, dependent upon prospects. 
Write Box 0348, 
Advertiser’s Weekly 180 Fleet Street EC4 


DIRECT MAIL. Specialist agency 
offers substantial commission 
agents, ¢tc., introducing business. 
Box 0301 Ad. Weekly 180 Fleet St EC4 


SPACE SELLING AGENTS invited to 
contact Periodical Publishers. 
Box 0409 Ad. Weekly 180 Ficet St BC4 


7 BOROUGH OF 
FOLKESTONE 
TENDERS FOR OFFICIAL 
GUIDE, ETC. 
Tenders are invited for the 
printing and supply of (a) 
Official Guide, 1956 ; (b) Street 
Pian (to fit guide) ; (c) Register 
ef Accommodation, 1956 (d) 

Envelopes. 

Particulars, form of tender and 
specimen copies of the above pub- 
lications for 1955 may be obtained 
from the undersigned. The Cor- 


AGENTS required in all areas by manu- 
facturers to sell, upon a commission 
basis, penknives, scissors, cutlery, 
etc., for advertising and gift purposes 

Box 0360 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN, 23, public school, three 
years book trade, secks new opening 
in advertising 
Box 0372 Ad. Weekly 180 Fleet St BC4 


/FIGURE ARTIST SEEKS 
CHANGE. 
Box 0356 Ad. Weekly 180 Fleet St BC4 


| CUTTER-PAPER WAREHOUSEMAN 
seeks responsible position. Experienced 


SPACE SALESMAN (27), experienced 
trade/technical, well connected, secks 
ogressive post Available now 
Box 0408 Ad. Weekly 180 Pleet St BC4 


| 


COPY CHIEFS. 
enced Assistant 
write to 
Box 0407 Ad 


If you need an experi- 
Copywriter, please 


Weekly 180 Fleet St BC4 


ADVERTISER 


seeking new outlet, would appreciate 
details of any proposition allied to 
Studio Advertising where active in- 
terest could be of mutual benefic. 

All suggestions welcomed, answered 
and treated confidentially. 


Box 0410 
Advertiser's Weekly 180 Fleet St C4 


FREE LANCE SERVICES 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards— 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 
A. MASON & CO. LTD. 
207 ST. JAMES'S ROAD 
CROYDON - SURREY 


SIGN ERECTORS invite 
all types of fixing 
Box 0368 Ad. Weekly 180 Ficet St EC4 


COPY WRITERS. London printers 
with own creative studio are able to 
offer occasional homework Special 
terms to be mutually agreed Write, 
giving full details of experience. to 
Box 0399 Ad. Weekly 180 Fleet St EC4 


LAYOUT ARTIST (Ex. Pig.) specialise 
im folders and brochures, seeks com 


mrssons 
Box 0275 Ad. Weekly 180 Pieet St. BC4 
OPYWRITER. all kinds work quickly, 
thoroughly executed Excellent refer- 
ences, specimens. FLAxmen 7042 


ILLUSTRATOR or CHARMING 
CHILDREN seeks commisuons adver- 
trang or publeshing 
Box 0151 Ad Weekly 180 Pleet St PC4 


inquiries for 


OP FLIGHT DESIGNER offers free 
lance services. Reasonable charges 
Box 0152 Ad. Weekly 180 Pieet S BC4 


REELANCE DESIGNER secks work- 
fm arrangement with copywriter or 
small agency 


Box 0288 Ad. Weekly 180 Pieet St BC4 


| BRIEF ROTAPRINT required 


bigh-<lass work 


Box 0352 Ad. Weekly 180 Fleet St BC4 


ee 


“HAND PICKED" 
available. The W 


Agency. 
Wigmore &.. W.1 


Nter 9951 /2/ 


3 


LADY EXECUTIVE 


31, all-round agency experience 
(media planning, contact, produc- 
tion), seeks another position. 
Well-educated, able to type and 
personable. 

Box 0349 
Advertiser's Weekly 180 Fleet St EC4 


ACCOMMODATION COURSES 


| ONE ROOM REQUIRED by top rank 


freelance designer 
Box 0153 Ad 


cal journal, etc.. 


Weekly 180 Pleet St BC4 


| PROVINCIAL PUBLISHERS of techni- 
require accommoda- 


tion services or would share office in 


London 


Box 0287 Ad. Weekly 180 Fleet St BC4 


VERY LIGHT STUDIO to let 
modate four artists Fleet Stree 
Box 0358 Ad. Weekly 180 Fieet Si EC 


PERSONAL 


URGENT COPY. Proofs. 
be quickly delivered 
senger. REGem 1026 
wi 


* 


Blocks 


Accom- 


4 


can 
by District Mes- 
191 Piccadilly, 


SALES AND WANTS 


Detai 
and price of m 
tion only. H. J 
19/21 Tithebarr 


unes 
kinson & Co 
Street 


n good 
Lid 
Liverpool, 


Is 


cond- 


mSPECIAL ANNOUNCEMENT 


' 


See March 10 issue of 
ADVERTISER'S WEEKLY, pages 
614, 615, 616, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 

April 14 will be the next 
issue containing this Register. 


| PRODUCTION EXECUTIVE, aged 2 


t 


seeks Production Manager's positior 
in small or medium sized Agency 
Box 0398 Ad. Weekly 180 Fieet St BC4 


PUBLICITY MANAGER 


DESIRES CHANGE 
Age 35.12 years’ experience advertising, 
print, silk-screen, design, packaging. 
display, exhibitions. A thoroughly good 
all-rounder—just the man for pro- 
gressive company. Salary range £600- 
£650. 


Box 0286 
Advertiser's Weekly 180 Fleet Se EC4 


poration do not bind themselves to 
accept the lowest or any tender. 

Tenders, in a sealed envelope, 
which must NOT bear the name or 
mark of the sender, endorsed 
** Tender for Official Guide,"’ must 
be delivered to the undersigned 
not later than noon on Monday, 


4th April, 1955. 
N. C. SCRAGG, 


Town Clerk. 
Town Clerk's Office, 
Folkestone. 


1Sth March, 1955. 


WORE 1.C.S. SUCCESSES 
in AA. Exams! 


In the May 1954 Advertising 
Association Examinations 
LC.S. once again achieved 
Outstanding successes. I.C.S 
Students won : 


* 
o 
in Division ‘B* and five good 
passes 
@ Six goodpases in Division ‘A.’ 
Twenty per cent of of! successful can- 
Gidates were trained by the LCS. 
LC.S. Home Study Courses in prepara- 
tion for both the A.A. and the LP.A 
Examinations are comprehensive, up- 
to-date, and have been written 
experts actively engaged in the 
vertising field 
Pirst class instruction is also available 
in COMMERCIAL ART, POSTER 
DESIGN, LETTERING SIGN 
WRITING. 


Write todey for free book to DEPT. 28 
INTERNATIONAL CORRESPONDENCE 


SCHOOLS, international Buridings, 
Kingeway, London, W.C2 


LITHOPRINT 
pr 


for 
ota- 


Se 


LTD. offer capacity 
RKL. and RJ 
Enquiries to 


rint Moechine 
Bedford Hill, SW.12. BAL 9368 


nting 


OFFSET LITHO PRINTING. Highest 
quality colo Reasonabic 
livery Yorkshire 
Printing George Street, 
Wakefield 


’Phone your classifieds to CHA 8844 


BOROUGH OF MARGATE 


1956 Official Guide 


Tenders are invited for printing 
the 1956 Official Guide. 
Further particulars may be obtained 
from the Publicity Manager, Infor- 
mation Bureau, Margate. The 
closing date for the receipt of 
tenders is 12 noon on Friday, 
Sth April, 1955. 
No tender will be considered 
uniess it is sent in a plain sealed 
envelope addressed to me and 
bearing the words “‘ Tender for 
1956 Guide,"” but shall not bear 
any mame or mark indicating the 
sender. The lowest or any tender 
will not necessarily be accepted. 
T. F. SIDNELL, 

Town Clerk. 

40, Grosvenor Place, 
Margate 


SEYMOUR 
61 Se 


MISCELLANEOUS 


FOR ORIGINAL GIRL PIC —s 


Pio-ups, FPigure Studies, etc., 
Views! Arts Club Modele—singles ov 
sets. Photo-Union Picture Library, 
12 Sebo Square, London, W.1 


| OVAL CONFERENCE TABLE, con- 


temporary design, finest quality. 6 ft 
6im cnc ib ft 6 im Many other fine 
pieces as well at general office equip- 
ment covering all porssubie require- 
ments Myers. 68 New Bond Street, 
wii Mayfair 0977/8 


STUDIOS, Photographers, 
o St. W.1, have constructed 
jarkroom solely for photo- 
reproductions scale We aim to 
give en ultra rapid quality service to 
the West End and W.C. area. Your 
enquiries are invited. PAD. 2708 
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ADVERTISER'S WEEKLY 


Advertiser's 


REGISTERED 
AT G.P.O. AS A 
NEWSPAPER 


Marcu 17, 1955 


Ss. a copy 
52/6 a year 
Post free 
S55/- (overseas) 


Informative and Influential 


The weekly appraisals of Education and Literature by The Times 
Educational and Literary Supplements are unique in character and content. 
There are no others with quite their authority, or with the same wealth of 
topical comment. They reflect the contemporary educational and literary 
scenes with the accuracy and completeness for which The Times is famous 
throughout the world. 


EDUCATIONAL SUPPLEMENT 
Every Friday, Price 4d. 


LITERARY SUPPLEMENT 
Every Friday, Price 6d 
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STOP PRESS 


NEWSPRINT: NEW 
PLAN PROPOSED 


Peter Thorneycroft, MP, 
President of the Board of Trade, 
has accepted in principle a scheme 
to end statutory control of news- 
print. Under the proposed scheme, 
submitted by the Newsprint Supply 
Co., voluntary rationing would be 
imposed by newspapers themselves. 
Mr. Thorneycroft’s only condition 
of acceptance was that there should 
be a sufficient degree of support 
among newspapers to ensure that 
the proposals would work. Dis 
cussions to secure this are now 
taking place. 

Under these proposals all statu- 
tory controls would be lifted. All 
details of rationing, including the 
size of papers, would be decided 
by the newspapers themselves 
through the Newsprint Supply Com- 
pany. The total level of imports 
from which the ration would be 
drawn would still be fixed by the 
Board of Trade. 

A simultaneous request for an 
immediate increase in the ration 
has been refused. 

F. P. Bishop, general manager of 
the Newsprint Supply Co., com- 
ments: “This is a scheme which 
we have worked out and which has 
been approved by the Government 
and by all the major parties con- 
cerned, including the Newsprint 
Supply Co. and the home mills, 
the Periodical Proprietors’ Associa- 
tion and the Newspaper Society. 

“This is a plan for getting rid of 
Government controls; its success 
depends upon the willingness of all 
the principal consumers of news- 
print to accept a voluntary scheme 
of control for a period of time and 
before we can carry it further we 
have to know that we shall get 
that agreement.” 


Following appointment of J 
oo manager “Evening Cason 
managing 

“Seotanan’™ group, 

Newspapers’ Glasgow office an- 
nounce following changes: F. C. 
Dench, general advertisement man- 
ager, Beaverbrook Newspapers in 
Scotland, becomes manager, “Even- 
ing Citizen”; John F. Clark, adver- 
tisement manager, “Evening Citi- 
zen,” succeeds to Mr. Dench’s 
post; and Sam Henderson, chief 
ad rep of the “Evening Citizen” 
for a number of years, becomes its 
advertisement manager. 


Ulric B. Walmsley, recently re 
tired advertisement manager = 
director of “Sunday Graphic,” is 
being entertained to dinner to- 
morrow (Friday) by sumber of 
Fleet Street personalities. 


ham over week-end April 16 to 17. 


Published by the Proprietors. SINESS PUBLICATIONS Lid, at ¢ their office at 180 Fleet Street, , Londen, E.C.4. (Phone: Chancery 8844.) 
March 17, 33° Printed in England by _ Clements Press Lid. Portugal Si. Kingsway, London, W.C.2 
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